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Your best buy 


To get the rea/ story about sheathing costs you have 
to figure the total applied costs .. . not just the cost 
of materials alone. It’s the tota/ cost that the customer 
pays for. 


LOOK AT THESE FACTS: The things that make up 
the total applied cost of any sheathing are the labor 
scale, man hours needed for application, waste of 
material, insurance, and cost of materials used. You 
can figure these for yourself. 


FOR EXAMPLE: Standard handbooks for estimating 
building construction state that— 

Wood sheathing horizontally applied has a 12% waste. 
But BILDRITE has less than 1% waste. 


Wood sheathing requires 15 man hours to apply 
1,000 feet. 
But BILDRITE takes only 8 man hours per 1,000 feet. 


See how these savings begin to mount up? 

















YOU COMPARE THE -/oZad COSTS 
MATERIALS AND APPLICATION — 


‘2 BILDRITE 


INSULITE SHEATHING 


FIGURE IT YOURSELF! 
WOOD SHEATHING Per 1000 Sq. Ft. of Wall Area 








ITEM AND QUANTITY RATE TOTAL 





| 1.000 sq. ft. 8" wood sheathing (horizontal) 
Waste, 12% (120 sq. ft.) 

| Carpenter labor, 15 hours . 
Insurance, 10% of carpenter costs 


2.8 rolls building paper 





Carpenter helper to apply paper 





Insurance, 10% of helper costs | 





TOTAL APPLIED COST, WOOD SHEATHING | 





BILDRITE SHEATHING Per 1000 Sq. Ft. of Wall Area 
TOTAL 


























ITEM AND QUANTITY RATE | 

1,000 sq. ft. Bildrite Sheathing _ o a 

Waste (Practically none. Less than 1%) | 0 
 Comenter ber, 8 own —_ 
Insurance, 10% of carpenter costs os a a 
| Building paper (None needed) _ fe 
Helper to apply paper (None) oe. 2 
| Insurance on helper (None) 0 





TOTAL APPLIED COST, BILDRITE SHEATHING 








That puts a different light on it...doesn’t it? And in addition, 
BILDRITE provides 21% times the insulating value and more 
than twice the bracing strength of wood sheathing horizon- 
tally applied! You can’t get around the facts. The best buy ia 


sheathing today is INSULITE (BILDRITE) Sheathing! 


INSULITE DIVISION, MINNESOTA AND ONTARIO PAPER COMPANY 
Dept. AL-79, Baker Arcade Blidg., Minneapolis 2, Minn. 


Please have your representative call and give me ¢ 
additional details on sheathing costs and profits. 


a ee ea eee 

Kaba *Insulite’’ is a registered 

(a >) trade mark, U.S. Pat. Off. 

FAbhis: \ | Address es —r — 

INSULITE DIVISION Vepy MINNESOTA & ONTARIO l 
> 5 it - , 
PAPER “ier” COMPANY | City 5 State = 
MINNEAPOLIS 2. MINNESOTA L ee 
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window glass PF 


Dealers themselves are the ones who say L-O-F There, we can help you—by recommending 
Window Glass is quality glass and easier to cut. the best sizes and quantities to stock, by helping 
When you start with these two advantages, all you set up the best visual merchandising rack 
that remains between you and increased window for storing, cutting and selling L-O-F Glass, and 
glass profits is the merchandising. by supplying advertising material for you to use. 


This help is yours for the asking. Call your 

L-O-F Distributor or write Libbey-Owens:Ford 

Glass Company, 4479 Nicholas Bldg., Toledo 3, O. 
FR E E for your asking! 


Your L-O-F Glass Distributor 


has earmarked for you a copy 





of this NEW 16-page booklet 
that points the way to better 
merchandising and greater win- 
dow glass profits. Ask him for it, 
or write us direct if you prefer. 


| LIBBEY- OWENS - FORD 
a Gpedt Name i GLASS 
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Specter of Public Housing Comes to Life 


IS ENTERING WEDGE 
FOR BUREAUCRACY 


Small business takes another 
defeat from "fair deal" bill 


Social-minded Fair Dealers and 
vote- minded politicians (both 
Democratic and Republican) have 
combined to give the country a 
multi-billion dollar public housing 
program that hits hard at the cen- 
ter of our free enterprise way of 
life. Businesswise, the bill will hit 
the small business man—the retail 
lumber dealer and the small home 
builder—hardest. 

Although at one point the low 
rent provision, heart of the bill, 
was knocked out by a narrow mar- 
gin, it was put back in by 209-to- 
204 vote. 

The results of the bill will not 
be such as to force any one man 
out of business. It will tend to sap 
the virile strength of the home 
building and building materials in- 
dustries over a period of time. 

If past government methods are 
any criteria, most of the traditional 
distribution path of building ma- 


terials into homes will be by-passed 
in favor of large contractors who 
will buy direct from manufac- 
turers. One of the insidious fea- 
tures of socialized, government 
housing is the fact it will not be pos- 
sible to show in dollars and cents 
how innumerable, tax-paying small- 
er business men will feel the pinch 
as more and more public housing 
is produced. 
TITLES | AND VI 

In the meantime, Titles I and VI 
have been extended until August 
31, 1949 and authorizations $500,- 
000,000 were passed for Title II. 

AL&BPM will keep you informed 
as implications and effects of the 
public housing bill become clearer. 


HOME DESIGN 


Builders group points out latest 
trends to gain more spaciousness 


THE typical American home is 
gradually “turning in its tracks,” 
according to the National Associa- 
tion of Home Builders. 

As a result of increased emphasis 
by home builders and designers on 





NPDA-NBMDA OFFICERS ELECTED AT CONVENTION 





\t their recent joint convention in Chicago, members elected the following men to 
direet the activities for the next year of National Plywood Distributors Association 
and the National Building Materials Distributors Association. They are, left to right, 
8. E. Babbitt, managing director; Harold W. Sparks, vice-president, NBMDA; Carl 
1. Crosby, president, NPDA and NBMDA; and William W. Logan vice-president, 
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NPDA. New board members will be elected at the fall meeting. 























better living for all income groups, 
the contemporary-styled home is 
being oriented toward the rear or 
garden section of the lot, according 
to Carl G. Lans, Technical Director 
of the National Association of 
Home Builders. He based his state- 
ments on observations made during 
a series of coast-to-coast home 
building inspection trips. 

“Using contemporary plans, home 
builders are erasing the helter- 
skelter, catch-all back yard from 
the American scene,” said Mr. Lans. 
“New homes in all price brackets 
are evidencing a trend toward ‘open’ 
planning. Windows are being made 
larger and the entire perspective of 
living is being directed toward the 
spacious rear section of the lot. 


“People are becoming conscious 
of such factors as the prevailing 
breeze and source of light in their 
home planning. This results in 
lower fuel bills and greater ease 
of decoration. 

“In one sense we have come to 
the completion of a cycle. Centuries 
ago, necessity caused homes to be 
built with their “hard” side toward 
the road, reserving the courtyard 
or patio to the rear for living pur- 
poses. This was to provide a de- 
fense against street brawls, in- 
truders and other factors which 
would disturb home life. Today the 
American home is turning on its 
axis in defense against the modern 
enemies of pleasant living, i.e. 
street noises, automobile headlights 
and increased traffic.” 





LITERATURE AWARD 


Hardware manufacturer credited 
for product promotion booklet 


THE American Institute of 
Architects and the Producers’ 
Council, Inc., jointly presented a 
Certificate of Merit to the Stam- 
ford Division of The Yale & Towne 
Manufacturing Company in the 
first annual product literature com- 
petition for a 44-page Yale & Towne 
booklet entitled “The Inside Story” 
that describes in colored cartoons 
the construction and operation of 
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One of the 10 items in the 
GREGG Packaged Millwork 
Line which brings you the best 
of millwork design and work- 
manship, packaged for easy 
handling and storage, and to 
reach the job ready to install 
with minimum cost and labor. 
Priced to please the customer, 
and to show the dealer a prac- 
tical profit. 

Our catalog shows 
the whole line — 


send for your copy 
TODAY! 
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Authentic, attractive Colonial Entrances 
in designs and sizes for all needs. Set up 
or Semi-Shook. 


Included in the GREGG Packaged Line 
you will also find door and window blinds, 
Shutters, corner cabinets, mantels, kitchen 
units, base and wall cabinets, drawer cases, 
cupboard doors, louvres. 


0, 
3: GREGG & SON, Nc. 


Nashua, 


New Hampshire 


. S MILLWORK OF QUALITY SINCE 1719 
te A NE A A LL LL a 














Straight cars 
or mixed cars 
of End-Match- 
ed and regular items in 
Douglas Fir and Hi-Hem- 
lock lumber, dimension, 
mouldings, also Western 
Red Cedar and Hi-Hem- 
lock Bevel and Bungalow 
Siding: END - MATCHED 
2” Factory Flooring and 
Roofing. 








Sheathing, Roof Boards, Drop Siding, 
Ceiling, Flooring, Partition. 


WILLAMETTE VALLEY LUMBER CO. 


DALLAS, 
3 Modern Mills 


Get into step with today's demand 
for lower building costs. Figure the 
savings in time and labor your cus- 
tomers can make by eliminating need- 
less measuring, cutting and fitting on 
the job—by using Willamette Valley 
kiln dried END-MATCHED 


OREGON 
700,000 Feet Daily 














the new Yale Compact (“hipless”) 
Door Closer. 

The citation declares thai the 
product literature competition is 
jointly sponsored by the American 
Institute of Architects and the 
Producers’ Council, Inc., “to raise 
the standards of advertising and 
the dissemination of useful data 





Harold R. Sleeper, left, chairman of the 
Jury of Award, presents the Certificate 
of Merit to Ray Watkins, manager of the 
Builder’s Hardware Sales of the Stamford 
division of Yale and Towne. 


and information on materials and 
methods of use to the architectural 
profession.” 

Yale & Towne’s booklet, “The In- 
side Story,’”’ was considered by the 
Jury of Award ‘“‘to be of character 
which represents an excellent ex- 
ample of promotional product lit- 
erature and, as such, is deserving 
of commendation and the award- 
ing of the certificate.” 





CORRECTION . . . On page 
48 of the June 18, 1949 issue 
of AL&BPM, under question 22 
in the article Final Results— 
Survey of Dealer Selling Prac- 
tices, the end of the first para- 
graph should read: 32 percent 
indicated they would add new 
salesmen. 





TECO DEMONSTRATION 


Unskilled workmen assemble truss 
in six minutes—show cost saved 


A demonstration by unskilled 
men in which a TECO trussed 


rafter for small homes was assem- 
bled before a group of architects, 
home builders and FHA officials in 
approximately six minutes high- 
lighted a dinner gathering co-spon- 
sored by the Timber Engineering 
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AUTHORIZED CLARK DEALERS 


NEW JERSEY: JERSEY CITY 
JERSEY INDUSTRIAL TRUCKS, INC. 
34 EXCHANGE PLACE 
Service: BOND INDUSTRIAL MAINTENANCE CO. 
51 CLARKSON STREET AT GREENWICH, N.Y. 14 
NEW YORK: BUFFALO 
*BRODIE INDUSTRIAL TRUCKS INC. 
1450 MICHIGAN AVENUE 
NEW YORK 6 
*BOND INDUSTRIAL EQUIPMENT CO. 
165 BROADWAY, ROOM 2200 (OFFICE) 
Service and Display Room: 
51 CLARKSON STREET AT GREENWICH, N.Y. 14 
also 289 BOND STREET, BROOKLYN 31 
SYRACUSE 
BRODIE INDUSTRIAL TRUCKS INC. 
712 STATE TOWER BLDG. 
ALBANY (WATERVLIET) 
*INDUSTRIAL TRUCK SALES, INC. 
BROADWAY AT 25TH, WATERVLIET 
NORTH CAROLINA: CHARLOTTE 
CLARK EQUIPMENT CO. 
416 KESWICK AVE. 
GREENSBORO 
Service Outlet only: 
INDUSTRIAL TRUCK SERVICE CORP. 
629 SOUTH SPRING STREET 
OHIO: CINCINNATI 9 
*ROBERT C. YOUNG & CO. 
4453 34TH AVENUE 
CLEVELAND 
CLARK EQUIPMENT COMPANY 
522 ROCKEFELLER BLDG. 
TOLEDO 10 
P. L. REYNOLDS, 2558 FULTON STREET 
Service: WILLIS DAY STORAGE CO. 
801 WASHINGTON STREET 
OKLAHOMA: TULSA 
ARST EQUIPMENT COMPANY 
34 NORTH MADISON 
OREGON: EUGENE 
PRESTON FALLER COMPANY 
891 TAYLOR STREET 
PORTLAND 5 
PRESTON FALLER COMPANY 
1220 S. W. MORRISON STREET 
PENNSYLVANIA: HARRISBURG 
BRODIE INDUSTRIAL TRUCKS, INC. 
3229 MEADOW LANE 
PHILADELPHIA 22 
BRODIE INDUSTRIAL TRUCKS, INC. 
1605-23 NORTH FRONT STREET 
Service: 
PHILADELPHIA ENGINE REBUILDERS, INC. 
330 WEST QUEENS LANE 
PITTSBURGH 
*MATERIAL HANDLING INCORPORATED 
319 THIRD AVENUE 
SOUTH CAROLINA: COLUMBIA 
M-H EQUIPMENT CO. 
(CONTACT BIRMINGHAM) 
SOUTH DAKOTA: SIOUX FALLS 
CENTURY EQUIPMENT & SUPPLY CO. 
22 WEST 7TH STREET 
TENNESSEE: MEMPHIS 3 
*FRED J. VANDEMARK COMPANY 
1110 UNION AVENUE 
TEXAS: DALLAS 
T. G. FRAZEE 
1012 FIRST NATIONAL BANK BLDG. 
Service: TRUCK EQUIPMENT COMPANY 
2409 COMMERCE STREET 
HOUSTON 
*T. G. FRAZEE, 810 PETROLEUM BLDG 
UTAH: SALT LAKE CITY 
ALBERT J. ISAACSEN CO. 
+ 45 SOUTH 3RD WEST STREET 
VIRGINIA: NORFOLK 
*McLEAN-SHAND, INC. 
955 WEST 21ST STREET 
WASHINGTON: SEATTLE 1 
“PRESTON FALLER COMPANY 
1921 MINOR AVENUE 
SPOKANE 9 
PRESTON FALLER COMPANY 
EAST 41 GRAY AVENUE 
WISCONSIN: MILWAUKEE 2 
CLARK EQUIPMENT COMPANY 
753 NORTH MILWAUKEE AVENUE, ROOM 623 
Service: LIFT TRUCK SERVICE CO. 
5710 WEST NATIONAL AVE., WEST ALLIS, WIS. 
OISTRICT OF COLUMBIA: WASHINGTON 
CLARK EQUIPMENT COMPANY 
- 927 15TH STREET N. W. 
TERRITORY OF HAWAII: HONOLULU 
*PRESSED STEEL CAR COMPANY 
538 REED LANE, P. 0. BOX 300 
“Sales and Service Combined. 
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NEWS aed TRENDS 
N 


Company and the Southern Pine 
Association in. New Orleans re- 
cently. The meeting was presided 
over by W. H. O’Brien, Trade Pro- 
motion Manager for SPA. About 
30 attended the meeting which ter- 
minated with the showing of a 30- 
minute film featuring successful 
use of TECO trussed rafters on 
several large housing projects in 
Virginia and elsewhere, involving 
both multiple unit buildings and 
individual small homes. 

Stressing the need for quality 
lumber and progress toward reduc- 
tion in cost of construction of 
homes, Mr. O’Brien emphasized 
that the TECO trussed rafter as- 
sembly insured economy not only 
in roof structure but also in elimi- 
nating need of bearing partition 
walls with the simplified trusses 
serving as ceiling joists and roof 
rafters. 

Jack Helm, President of the 
Home Builders’ Association of 
New Orleans, a special guest at 
the meeting, expressed enthusiasm 
over the demonstration. He in- 
vited A. C. Duval, New Orleans 
field representative for TECO, to 


attend the next meeting of his 
association and tell of the economic 
features of the TECO trussed 
rafter. 

Walter H. Scales, local manager 
for the National Lumber Manufac- 
turers Association, gave a _ brief 
talk. . 


COAST PRODUCTION 


Douglas fir region cuts less 
lumber than in same '48 months 


Sawmills of the Douglas fir region 
in the first five months this year cut 
430 million feet of lumber less than 
for the same period last year, said 
H. E. Smith, secretary, West Coast 
Lumbermen’s Association. 

Smith said the weekly average cut 
for May of 172,269,000 board feet 
is about the same as weekly aver- 
age production during March and 
April. May shipments of 170,028,- 
000 board feet weekly were only 
slightly more than two million feet 
below May weekly production. 

Total orders for the first 21 weeks 
of 1949 of 3,342,760,000 board feet 
top both production and shipments 
for the same period, Smith pointed 
out. Five months production so far 
in 1949 totals 3,279,947,000 board 
feet and shipments through May 
amount to 3,263,547,000 board feet, 
Smith said. 

The weekly average of West 





KITTENS FROM RED CEDAR SHINGLE INDUSTRY JOIN HOO-HOO 





BELIEVED to be the first industry-association Hoo-Hoo concatenation ever held. 
members of the Red Cedar Shingle Bureau’s Board of Trustees were initiated en masse 
into the International Concatenated Order of Hoo-Hoo at ceremonies in Seattle, re- 
cently. LeRoy H. Stanton of Los Angeles. Hoo-Hoo Grand Snark of the Universe. 
presided at the event and was assisted by W. C. Bell, Hoo-Hoo Custocation member 
of the Supreme Nine. The initiation team was made up of members from the Everett 


and Tacoma-Olympia Hoo-Hoo clubs. 


Shown above, following the ceremonies. are, front row left to right: Red Cedar 
Shingle Bureau Trustees R. A. Wilde of Everett, Paul R. Smith and Keith G. Fisken 
of Seattle, H. V. Whittall of Vancouver, B. C., R. D. Mackie of Aberdeen, Wash., and 
Dale Craft of Raymond. Wash. Second row, left to right: Bureau Trustee Charles 
Plant of Vancouver, B. C., Bureau President E. R. Scott of Edmonds, Wash., Bureau 
Chief Inspector F. J. Monte of Seattle, Bureau Trustees R. H. Farrington of Everett, 
R. H. Wayland of Seattle and J. A. MacKenzie of New Westminster, B. C., Snark 
Stanton, Bureau Treasurer Virgil G. Peterson of Seattle, Bureau Trustee N. A. English 
of Vancouver, B. C., and Supreme Custocation Bell. Inset is shown Bureau Secretary- 
Manager W. W. Woodbridge, who originated the event but who was unable to be 


present because of an Eastern business trip. 
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MAKE HALL PINE 


SECTIONAL DOORS 


a favort*? 
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Solve garage door problems by in- 
stalling trouble-free HALL pine sec- 
tional doors. Full ball bearing rollers 
and pulleys insure smooth, quiet op- 
eration, and the sturdy overhead track 
assembly with counter-balanced coil 
extension springs make opening and 
closing a “‘‘finger tip’’ operation. 




















Made by craftsmen. the stiles and rails 
of HALL doors are mortised and ten- 
oned, pinned and glued to provide 
long lasting service. Quality-built for 
easy installation, HALL doors reach 
you in a convenient, easily assembled 
set including track, door sections and 
all necessary hardware. 


HALL pine sectional doors are attrac- 
tively priced and are available in va- 
rious sizes to fit garages anywhere. 


For complete information write: 


HALL ENTERPRISES 


Casco, Wisconsin 





ywhere 





NEWS a«¢ TRENDS 





Coast lumber production in May 
was 172,269,000 board feet or 
115.2% of the 1943-1948 average. 
Orders averaged 157,860,000 board 
feet; Shipments 170,028,000 board 
feet. Weekly averages for March 
were: Production 171,153,000 
board feet (110.8% of the 1943- 
1948 average). Orders 166,052,000 
board feet; Shipments 176,272,000 
board feet. 


Twenty-one weeks of 1949 cumu- 
lative production 3,279,947,000 
board feet; twenty-one weeks of 
1948, 3,709,997,000 board feet, 
twenty-one weeks of 1947, 3,496,- 
395,000 board feet. 


Orders for twenty-one weeks of 
1949 break-down as follows: Rail 
2,226,471,000 board feet. Truck 
154,512,000 board feet. Domestic 
Cargo 522,483,000 board feet. Ex- 
port, 134,643,000 board feet. Local 
304,651,000 board feet. 

The industry’s unfilled order file 
stood at 527,207,000 board feet at 
the end of May. Gross Stocks at 
1,011,833,000 board feet. 


FORESTRY CONGRESS 


U. S. lumbermen attend lumber 
meet; represent government 


H. M. Seaman, President of the 
Southern Pine Association and 
Vice-President of Kirby Lumber 
Corporation, Houston, Texas, sailed 
aboard the Liner Queen Elizabeth 
from New York City on June 30 to 
attend the Third World Forestry 
Congress to be held in Helsinki, 
Finland, July 10 through 20, H. C. 
Berckes, Secretary-Manager of the 
Southern Pine Association, an- 
nounced. Mr. Seaman will be an 
official United States Government 
delegate to the Forestry Congress 
and will be accompanied by Mrs. 
Seaman. 

The 1949 program for the Con- 
gress includes several plenary ses- 
sions and five or six separate sec- 
tion meetings. The plenary ses- 
sions will deal with wood resources 
and requirements, and with inte- 
grated forest utilization. Five of 
these topics include silvics and sil- 
viculture, forest surveys or large 
areas, forest economics including 
forest policy, forest utilization and 
forest industries. Organizing com- 
mittees have announced arrange- 
ments for two to three day ex- 
cursions through Finland and a 
longer forestry trip through the 


Spessart and Black forests of Bu- 
varia, Germany, for the American 
delegation which is under the 
chairmanship of Tom Gill, Secre- 
tary of the Charles Lathrop Pack 
Forestry Foundation, Washington, 
D. C. 

Also attending as a member of 
the American delegation to the 
Forestry Congress is Corydon Wag- 
ner of the St. Paul and Tacoma 
Lumber Company, Tacoma, Wash. 


FURNACE DESIGN 


New heating design means savings 
in labor, promises greater efficiency 


A new home heating system that 
provides a recirculating system for 
each room and uses three and one- 
half inch ducts which fit between 
standard studs promises to bring 
new ammunition into the battle by 
private industry to cut the cost of 
housing. 

The new method of heating was 
recently announced by the Coleman 
Company, Inc., of Wichita, Kansas. 

The recirculating system, or 
blender, is an ingeneous method of 





HOT air arriving at high velocity from 
furnace is released into large space near 
floor. This arrangement draws in cool 
air from near floor. It is blended with 
hot, fresh air and discharged into the 
room at the ceiling. 


pulling cool air from the lower part 
of the room and mixing it with 
fresh, heated air coming from the 
furnace at high velocity. By the 
time the mixed air reaches the out- 
let duct at the top of the room its 
velocity has been reduced to a maxi- 
mum of 300 feet per minute. 

The high velocity propulsion of 
the air from the furnace to each 
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Our wholesalers tell us that the New, High-baked Plastic Enamel 
Surface, Miracle Walls by TYLAC are increasing wall board sales 
for their dealers. Yes, that’s what they tell us — with ever increasing 
orders for more and more TYLAC, 

And, no wonder! 

The High-baked plastic enamel finish provides « lustrous, mirror- 
smooth surface that does not crack, craze or chip. Eighteen beautiful 
colors and four modern patterns offer numberless varieties of decora- 

tive schemes to please every taste and suit every need. 

TYLAC walls are easily installed on ceilings, flat or curved walls, i 
recesses, arches, etc. Once installed they last a lifetime and never ' 
need repainting or varnishing. 

Tylac is a composite of every superior feature in pre-fabricated wall 
board manufacture. That's why eager buyer demand offers an 
established and extra profitable market — and that’s why whole- 
salers and dealers everywhere are switching to Miracle Walls by 
TYLAC. 

Stock this full line of Tylac, Tylac metal and presdwood mouldings. 
Tylac super cement, Tylac calk, Tylac wax-base Polish and Tyla- 
chrome Bathroom accessories — the Beauty-Spot line. 


Write us today for our liberal sales plan 
and ‘many advertising and dealer helps. 





TYLAL LOMPANY monticetto. munots 


PIONEERS IN THE PREFABRICATED WALL PANEL INDUSTRY 


“DING PRopUCTS MERCHANDISER 13 

















NEWS aed TRENDS 
! room, in addition to making the 
efficient blending of warm and coo] on 
BY M KINNEY air possible, allows the use of three 4 
C and one-half inch diameter ducts = 
that fit between standard two by nm 
four stud walls. These ducts im- 1 
prove headroom in basement in- of 
stallations, save materially in labor = 
costs, and make it possible to in- 
stall the system in existing houses. 
As a further labor saving, the up 
to 
Ho 
the 
inc 
Th 
crc 
me 
] 
the 
an 
du 
the 
sic 
is 
in 
ha 
wi 
Th 
bu 
gr 
an 
m 
THIS photo illustrates convenience and at 
labor saving features of three and one- a 
half inch ducts that are made possible by It 
high velocity at which air is driven to | 
room air blenders. | 
pl 
re 
ducts are flexible so that installa- . 
tion is simplified. a 
The design of this heating sys- fo) 
tem and its adoptation for low cost, wi 
residential use, is further answer ; Qa 
to critics of the building industry. § 
It is another link in private indus- 
try’s constant effort to bring bet- j to 
ter products at lower cost to the ff al 
ee American public. : ~~ 
Me KIN IN tr A. W. Boyer, Coleman advertis- 
1 : ac 
ing manager, told the press about a 
-"¥ wt & ; Blend-Air at a recnt meeting in : 
MANUFACTURING COMPANY Chicago. W. C. Coleman, presi- = 
PITTSBURGH 12, f h dent, and Ralph W. Carney, direc- ‘ 
aes tor of marketing, spoke at the 
meeting. Jack Kice, heating engi- Se. 
neer who developed the new system, — ,, 
explained the technical features. A 
All the above men represent Cole- W 
man Company. kes 
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HOUSING: While the details haven't all been fixed 
up on the Hill, at this writing, it's clear we're going 
to be asked to live with the so-called Long Range 


Housing Bill. It was a loud battle in the House; and 
the Rees amendment to strike out the public hous- 
ing provisions in the bill lost by only five votes. 
The division cut across party lines; with 64 Demo- 
crats and 140 Republicans supporting the amend- 
ment. 


FINAL VOTE in the House was 228 to 185; but, as 
the NRLDA points out, the real test was the Rees 
amendment. When it was defeated and the bill was 
due to pass,.a number of Representatives shifted 
their votes to the winning side; an old Congres- 
sional custom, much honored by all parties. This 
is the first major victory won by the Administration 
in the 8lst Congress. Note, however, that the bill 
had the strong support of Senator Taft. 


CONGRESS: It takes visceral investiture, if you get 
what we mean, to be a Congressman in these days. 
The pressures from all sides, not only from business 
but also from do-gooders, labor leaders, municipal 
groups, political organizations, the Administration 
and so on, are something fearful. Congressmen 
make the implied promise to stand up and get shot 
at in this way, when they're elected. But this year 
it's been extra hazardous. 


RENT SUBSIDIES: Again, for the record. The bill 
pledges the Federal government to help pay the 
rent on 810,000 housing units to be built during the 
next six years for private citizens who can't afford 
to pay the full rent. This is supposed to cost $308 
million a year. Also authorized is slum clearance 
for which the government will loan a billion and 
will make grants of half a billion. Likewise there’s 
a provision for fixing up farm houses. 


LABOR LEGISLATION: The Taft-Hartley Act is not 
to be repealed at this session of Congress and prob- 
ably not at the next. The Senate, following the Taft 
lead, passed a bill that continued and improved the 
basic principles of Taft-Hartley; something that is 
acceptable neither to the Administration not to 
organized labor. Tne chances are that the House 
— pass no bill at all; thus leaving Taft-Hartley in 
lull effect. 


THE SENATE BILL was a personal triumph for 
Senator Taft. He largely wrote the new material 
which the Senate added to his own Taft-Hartley 
Act. The Taft support came largely from the Middle 
West and the South; the Administration support 
came largely but not wholly from industrial States. 


Buitpinc Propucrs MERCHANDISER 


TOP ISSUES next year, in addition to the big fight 
over labor control, will include farm-support prices 
with the Brannan Plan in some form out in front; 
taxes and government spending; Communists in 
Government; spy alarms and responsibility for the 
economic downward drift. At least that's the way 
it looks now, along the foggy Potomac. A good 
many analysts think the national economy may be 
on the way up, before the campaign gets going. 


TITLES I & VI of the FHA, technically speaking, 
expired on June 30. Practically they continued in 
effect, and there is no doubt of their formal exten- 
sion. The Senate had passed a resolution, extend- 
ing them temporarily until Sept. 1; but the House 
added the extensions to the Housing Bill. At this 
writing the conference report hasn't been adopted; 
but there has been no actual lapse in processing 
and approval of loans. 


MIDYEAR CRYSTAL GAZING: Economists, includ- 
ing top performers of some of the biggest corpor- 
ations, think the downward drift will continue 
through ‘49. They don't all agree about the date 
for the upturn; whether it'll be next January or the 
following June or even a little later. They do agree 
that the production decline, now down ten percent, 
will ooze off about seven percent more. At worst, 
that’s better than the prewar levels. 


RESIDENTIAL BUILDING has increased notably 
and is expected to hold up pretty well through the 
year. One thing that influenced some Congressmen 
to vote for the housing bill was the hope of support- 
ing the building industry. Like this: With govern- 
ment-aided construction in the market, potential 
home owners might decide not to wait for a slide in 
materials prices. Of course public housing would 
take time to start and wouldn't really affect the 
market for a long time. But the idea might have 
its effect. 


INVENTORY BUYING is still down, and sharply; 
reflected in a six-months’ decline in bank loans to 
business. But this may turn, as retailers buy for 
the fall trade. There’s increased buying of business 
equipment, which may bring an upturn in pro- 
duction. Unemployment has increased, but so also 
has employment. Out-of-work people include 
students looking for vacation employment. 


AUTOMOTIVE PRODUCTION is strong; and bar- 
ring disastrous strikes, the industry expects to ap- 
proach or actually to reach a record figure. Prices 
will ease, but there'll be no spectacular cuts. In 
most fields, consumer buying is strong; indicating 
good supplies of consumer money. . . Not all beer 
and skittles, by a long shot. 
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Wide Range of Types and Sizes 


No matter what type of home your prospects 
are planning, there are styles and combinations 
of Truscon Casements that will make it more 
distinctive, more desirable, more salable. 


Truscon heavy steel construction, corner-weld- 
ing, secure design and welding of hinges, and 
finest-quality hardware assure the home-owner 
a long-time, trouble-free investment in win- 
dows with an economy of maintenance. There 
is no sagging, binding, no warping in Truscon 
Residence Steel Casements. Perfect fit and uni- 
form contact give complete protection against 
inclement weather. Truscon’s Bonderizing of all 
steel surfaces and the baked-on prime coat pro- 
vide a better surface for finish coats of paint, and 
assure maximum protection against corrosion, 





A typical installation of Truscon 
Residence Steel Casements. 










able selling advantages. 





TRUSCON 
RESIDENCE 

STEEL CASEMENTS 
offer unusual features of beauty 
and service for every home 


Homes that are built around these attractive windows have unusual appeal, 
creating sharp buying interest and developing strong owner satisfaction. 
Truscon Residence Steel Casements harmonize with every type of architecture. 
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Write for free literature describing Truscon Resi- 
dential Steel Casements, and ail other items in the 


Truscon Steel Building Products line. You will find | fe N 
Truscon design and construction assure you many profit- 


STEEL COMPANY 


YOUNGSTOWN 1, OHIO 





Subsidiary of Republic Steel Corporation 





Manufacturers of a Complete Line of Steel Windows and 
Mechanical Operators @ Steel Joists e Metal Lath e Steeldeck 
Roofs @ Reinforcing Steel e Industrial and Hangar Steel Doors e Bank Vault Reinforcing e Radio Towers e Bridge Floors. | 


Warehouses and sales offices in principal cities 
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ll. TWENTY COOPERATIVE STEPS THAT MANUFACTURERS’ REPRESENTATIVES AND 
WHOLESALERS' SALESMEN CAN TAKE TO ASSURE MUTUALLY PROFITABLE DEALER 


iia 


COOPERATION 





This is the Second of Two Editorials on Manufacturer — 
Wholesaler — Dealer Relations 





— 


. Provide the 20 services a dealer seeks and 
expects from his suppliers’ representa- 


tives.* 


ho 


Provide everything that the dealer and his 
employes should know about profitably 
merchandising their product lines. 


3. See that their dealers and their dealer’s 
salesmen acquire such knowledge. 


4. Conduct sales meetings with the dealer 
and his employes concerned with the line. 


5. Find out who are the best performing deal- 
ers in small, medium and large towns. 


6. Study the why. when, where and how of 
superior retailer performance and record 
the information for the training of other 


dealers. 


Study the why, when, where and how of 


- 


the best performing retail salesmen and 
record the information for the training of 
other dealer salesmen. 


8. Build a performance check list for dealers 
and salesmen. 


9. Use the performance check list for stimu- 
lating the sales and profits of retailers and 
retail salesmen. _(Example — installment 
selling. ) 


10. Demonstrate what they are trying to teach 
dealers and to get them to do. (Ten min- 


*See Twenty Services a Dealer Seeks and Expects from 
his Manufacturers’ Representatives and Wholesalers’ 
Salesmen—AL&BPM July 2, 1949, page 29. 
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ll. 


13. 


14. 


15. 


16. 


18. 


19. 


20. 


utes of showing can accomplish more than 
an hour of telling.) 


Strive to bring the least productive per- 
formers (dealers and retail salesmen) up 
to the average and the average up to the 
best. 


See that supplier's promotional aids and 
selling helps are installed and used. 


Get dealers and their salesmen into the 
right selling habits. 


See that the dealer puts the right advertis- 
ing and selling pressure behind the sup- 
plier’s products. 


Carry profitable ideas from one dealer to 
another—fertilize the field. 


Help the dealer get and train sufficient sell- 
ing manpower to achieve somewhere near 
his potential in sales. 


Move up big selling guns to help close the 
big. hard, tough and vital sale. 


Organize. supervise and conduct contractor 
and builder meetings where they are 
needed. 


Maintain sincere, cooperative, loyal and 
helpful attitude toward distributors and 
keep every promise. 


Sell the company’s policies to dealers and 
strive to make your dealer franchise the 
most valuable one in the competitive field. 


EDITOR. 


5| 





MASTER 
MERCHANT 


COVER: Whiting-Mead branch in El 
Cajon, Calif. and Master Merchants 
H. L. Miner and Glen M. Miner. 

















MASTER MERCHANTS H. L. Miner and Glen M. Miner and 


Pioneer Package 


H. L. Miner and his sons, Glen and F. E. Miner, 
have always built their sales around the 
consumer; their seven successful southern 
California outlets are lessons in careful man- 
agement and successful merchandising 


vice-president, treasurer and merchandise manager, 
has been associated with Whiting-Mead for 26 years. 


2 Be» 





Paul E. Stake, second vice-president and treasurer. - 
ON-THE-JOB TRAINING PROGRAM rs 
. These men, together with the veteran employes . 
ONG BEFORE the term One-Stop Service became (eight have been with W-M Co. for 20 years or more, 
a part of the dealer’s vocabulary, Whiting-Mead 27 with the company 10 years or longer), are the 
Co., San Diego, Calif., was practicing that technique core of an organization in which age and experience - 
of selling. is balanced by the aggressiveness of 26 ex-GIs who are tn 
_ In 1920, one of the company’s advertisements prom- training on the job. As the result of this employe- as 
pe a i ng _ . “geen = training a the —— age of Whiting-Mead - 
(12x or " ick up e San Diego Union personnel has been reduced from 55 to 41. 
some Sunday and you will see a Whiting-Mead ad offer- Without this younger blood, Glen Miner admits, the “ 
ing a package of building materials for a complete Budget Home program would not be a success. These 7 
house at a fixed price—plumbing, heating and electric young men were recruited from over 300 applicants a 
—— furnished and installed. who appeared in answer to a classified ad that read: bu 
ee —— abn ptntsny "a packaged selling, barely WANTED—-young veterans for jobs of future re- 
one year old, has grown phenomenally. It will be de- sponsibility to learn building materials business. 
cribed fully in the next issue of AMERICAN LUMBER- s fo 
MAN. This latest packaged home is typical of the _ The progress these trainees have made under an pa 
type of selling that has enabled the Whiting-Mead  imtensive program directed by Richard F. X. Smith, Re 
organization to grow from one store in 1917 to seven manager of the Home Builders Service Department, an 
stores in San Diego and Imperial Counties in 1949. speaks for itself. One ex-trainee is a branch store wl 
Although they are insistent unen sharing the dit manager; another is assistant to the merchandising 
. y , . P g ow manager; a third is the credit manager while another , 
for this expansion with their other partners and long- is the manager of the lumber department in the main lig 
term employes, H. L. Miner and his sons, Glen M. pete a ° ‘ th 
ig ll te og a em Mas- Two classes weekly are held in the store for this d 
; ‘ g oe : a no “7 group, one for advanced students and one for begin- ty 
H. L. is president and Glen is vice-president and ners. Visual education films, lectures and field trips ms 


general manager. F. E. Miner is sales manager and 
assistant secretary. Paul E. Stake, who is second 


followed by examinations are helping prepare these 
men for good positions with Whiting-Mead. The 


BARGAIN ANNEX across from the main store in San Diego 
does a big business in used materials. The salvage business 
was the starting point of the Whiting-Mead enterprise. 


Trucks are kept well-painted and clean. Nineteen pieces of b 
equipment are included in the fleet. The plumbing department I 
alone keeps four trucks busy. h 
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PERSONNEL in Home Builders’ Service Department has expanded rapidly in the last 
18 months. Members of the department in this picture, left to right. are Richard 
Rogers, George Chichotka, A. J. Monteverde, Pat Williams, J. W. Gardner, Gordon 
Myrick, E. P. Ervin; Richard F. X. Smith, head of the department; T. D. Brown, Dean 
Graven, Edward Henke and Harley Neil. 


company’s policy is to take trainees off the coopera- 
tive government program as soon as they qualify for 
positions of increased responsibility. 

Other regular employe training sessions include a 
monthly dinner round-table meeting where product in- 
formation and policy matters are discussed and a 
20-minute session for sales personnel at the main store 
each Monday morning before the store opens for 
business. 

COMPANY MAGAZINE 


All of the 120-odd company employes are kept in- 
formed of new company policies, promotions and com- 
pany social news through the Whiting-Mead Family 
Reporter, a monthly publication sent to 900 current 
and former employes, manufacturers and customers 
who request it. 

“The company does not consider you in the usual 
light of an ‘employe.’ Every person in the employ of 
the Whiting-Mead Co. is more than simply a hireling 
—you are a representative of the company.” That 
declaration in the Employes’ Co-operative Manual 
typifies the feeling of the management for the other 
members of the W-M family. The manual also states: 
“We want the Whiting-Mead name always to stand 


Al 





b “hiting-Mead in the 1930s. This display is in the El Cerrito 
‘tore. Many islands are filled with large numbers of house- 
' items to stimulate store traffic. 
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"LIANCES were recognized for their merchandising value 








Employe suggestions are encour- 
aged by a monthly prize contest. The 
objectives of the contest are to in- 
crease efficiency, eliminate waste, re- 
duce expenses, increase sales and 
improve safety conditions. 

Five dollars is awarded for the 
prize suggestion of the month and $2 
for each suggestion adopted. One 
point is offered for each one-dollar 
award with an additional week's va- 
cation going to the employe who has 
piled up the most points at the end 
of the year. 

More than 30 percent of all sug- 
gestions are adopted. Suggestion 
boxes are installed in each of the 
Whiting-Mead stores. 





high in the minds of employes and the public as well. 
We want it to stand for honesty, fair dealing, courtesy, 
dependability and efficient service. This can be ac- 
accomplished only through the uniform and continued 
effort of all employes, regardless of the position they 
may hold in the company.” 

Employe benefits include paid vacations; group in- 
surance plan with expenses shared between employer 
and employe; hospital and medical benefits with the 
major portion of the expenses paid by the company; 
compensation and incentive plans in which all com- 
pany personnel are eligible to participate. 

Sales have always been departmentalized in each of 
the company’s 12 major departments. These depart- 
ments are lumber, paint, roofing, appliances, hardware, 
wallboard, floor coverings, plumbing, electrical; cement 
and plaster; sash and doors and salvage. 

This last department—salvage—was the starting 
point of the Whiting-Mead enterprise. The company 
soon expanded into general building materials, but the 
Bargain Annex, housed in a separate building across 
the street from the main store, still does a good busi- 
ness buying and selling used building materials. 
Plumbing was handled by the company from the 





ELECTRICAL AND PLUMBING FIXTURES are two major 
lines featured by the company since it was organized. Fur- 
nished and installed by W-M Co. employes. they are an im- 
portant factor in the Budget Homes program. 
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LUMBER (above) is handled with the aid of two carriers and 
a fork lift at the main yard which is paved. Custom millwork 
(right) is turned out in the shop at the main yard. 


start. The company was buying appliances in carload 
lots in the 1920’s. These merchandising steps are in- 
dicative of the Whiting-Mead program to provide 
complete consumer service. 


Throughout its history, Whiting-Mead has catered 
to the home owner. Approximately 90 percent of its 
total sales is to the consumer. An estimated 60 per- 
cent of its volume at the main store is in packaged 
sales. To help the home prospect with a lean pay en- 
velope, Whiting-Mead worked out plans for installment 
selling in 1930 before Title I was heard of. They 
called this paper a Merchandise Note. The company 
also had its own escrow service, assisting with the 
financing and through its escrow service controlled 
the job. 

STRONG ADVERTISING PROGRAM 


Whiting-Mead newspaper ads drew customers to 
the yards when materials were scarce. If the company 
did not have the material available, an effort was made 
to get it. 


“We feel that this free service will bring them 
back,” Glen Miner told the San Diego Advertising Club 
in a talk on the history and advertising program 
policies of Whiting-Mead. 


“We learned one thing about advertising—you must 
advertise consistently to make it pay. We have adver- 
tised constantly since 1912—in lean years as well as 
in fat years, through wars and depressions, when we 
had things to sell and when we didn’t.” 


Two basic themes run through all Whiting-Mead 
advertising. First, that Whiting-Mead stores are 
One-Stop Markets for all building materials. This 
idea is emphasized by featuring something from each 
of the departments in every ad. Second, the company 
sells the idea, “You can do it yourself and have fun.” 
Or, if the customer prefers, the Whiting-Mead sales- 
man will suggest a reliable contractor. Emphasis is 
also given on the price of the complete project rather 
than the price of the item. 


“We have found that people like to know how much 
they are going to spend before they start a project,” 
says Glen Miner. “They are far more responsive to 
advertising with a specific price than without the 
price, even though the amount may be higher than 
anticipated.” 
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The company’s newspaper and radio advertising are 
tied together by using the same items in each media 
with a tag line on the radio, “You can do it yourself 
and have fun.” 


Approximately 14% percent of the company’s sales 
volume is spent on advertising—newspaper, radio, cal- 
endars, envelope stuffers, etc. Giant neon signs in the 
form of a hammer with the catchy phrase, Builders’ 
Market, along the handle are set on top the Whiting- 
Mead stores. At night these brightly-lighted ham- 
mers give the illusion of striking sparks. 


Bookkeeping, credits, collections and inventory con- 


7 


DISPLAY ROOM in the National City branch store features 
dozens of consumer items which encourage walk-in trade. 


trol all get careful attention at Whiting-Mead. Close 
supervision in this department may be credited to the 
vigilance of H. L. Miner, who can furnish monthly 
sales figures in each department over a period of 
years. His careful scrutiny of sales and costs began 
in 1916 when he was sent by the Los Angeles firm of 
Whiting-Mead to its San Diego store to manage that 
branch since it has been losing money. “H. L.” put 
the store on a cash sales basis and it has remained 
in the black ever since. The two Whiting-Mead or- 
ganizations in Los Angeles and San Diego are now 
separate corporations. 


Throughout the years, the company has charged off 
but .55 percent as bad accounts. Stock turnover for 
all departments in all stores in 1948 was 4.47. Store 
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HAMMER SIGNS are the most dramatic advertising media 
employed by the company. Set on top each of the Whiting- 
Mead Co. stores, the hammers are especially effective at night 
when the hammer head simulates striking sparks. 


managers and executive employes are supplied with 
price books with complete product information, listing 
every item in stock. 

The company’s main yard in San Diego occupies ap- 


SEVEN retail outlets in San Diego and Imperial Counties carry 
the Whiting-Mead name. Four of these stores are pictured 
here. Left: (1) Headquarters and main yard in San Diego; 
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proximately five acres. The main yard is lumber dis- 
tribution center for the branches in East San Diego, 
El] Centro, Oceanside, El] Cerrito, E] Cajon and Na- 
tional City. A separate lumber piece yard is a spot 
where salesmen can show customers all grades and 
species priced by the piece—another distinctive con- 
sumer service feature. Finished lumber is given shed 
storage. . 


One of the highly specialized consumer service fea- 
tures at the main store is the color bar, presided over 
by Carl Jonsson, paint department manager, an em- 
ploye of 22 years service. Here customers can match 
any material against a color chart and have their paint 
mixed to order in the store’s special paint mixing 
room. 


The main store is operating in cramped warehouse 
quarters as the result of a disastrous fire in 1944. Plans 
are drawn for a new main store. One merchandising 
goal in the new store will be to reduce the cost of 
the small unit sale. Although the importance of small 
items as traffic builders is recognized, large sales are 
carrying the load for the small ones. Self-service will 
be encouraged. It is possible that the store will be 
built around the increasingly important Home Build- 
ers Service Department. For more about this depart- 
ment and Whiting-Mead’s Budget Home, see the arti- 
cle, Expansive But Not Expensive, in the next issue of 
AMERICAN LUMBERMAN. 


(2) National City branch; Right: (3) El Cerrito store and 
(4) East San Diego store. 








Basic Guide to the Selection 
Of Good Salesmen 


BY R. G. MORGAN 
Supervisor of Sales, The Upson Company, Lockport, New York 


No complicated charts or aptitude tests are 
required, says this supervisor of sales, who 
offers four guideposts in selecting sales per- 
sonnel 


OW “SOLD” IS the average sales executive on 
some modern methods of selecting salesmen? 

I am one man who finds it somewhat difficult to see 
the practicability of all the so-called scientific methods, 
suggested in recent magazine articles, for picking the 
right salesman for the right sales job. 

I have wondered what was wrong with me that I 
could not enthusiastically grasp and adopt these intri- 
cate and highly-involved methods of taking the guess- 
work out of hiring men. It seemed as though I might 
be drifting toward the “‘what-was-good-enough-for-my- 
grandfather-is-good-enough-for-me” attitude. And that 
is bad. Perhaps there are other men who have tried 
to adopt “modern” methods exclusively but cannot see 
it all the way through. 

The selection of salesmen, no doubt, is a science. 
At times, I have been tempted to call it luck. But it 
is still a science based on the judgment of the individ- 
uals responsible for selecting the proper man for the 


job. It can be tied up to a lot of scientific and psycho- 
logical tests but when the final decision is made, the 
sales manager must fall back on certain fundamental 
facts. While aptitude tests may be indicative of a 
man’s potential value in a certain position, there are 
other factors just as important. Here are some of 
them: 


FACTORS TO CONSIDER 


Is the applicant for the job sincere? Does he 
want the job as a permanent association because 
he knows the company and is sold on its policies 
and products? If he does, it is a point in his 
favor. If he wants a job just to be on someone’s 
payroll, he should be crossed off the list. 

Is he naturally a hard worker? If he is an 
“8-to-5” man, then he belongs on a time clock job 
—not in selling. He should want the job because 
it offers him just as many opportunities to tell 
his story as he cares to devote to it. Selling is 
a 24-hour occupation and the attitude of the ap- 
plicant must show that he appreciates this fact. 
He must have high respect for the truth. A 
salesman to be good must be enthusiastic. Yet 
there is danger in over-enthusiasm if it causes 
the salesman to exaggerate or to create wrong 
impressions. They always bounce back and it 
does neither salesman nor the company anything 
but harm. A salesman must have a scrupulous 
regard for the truth—leaning toward under- 
statement rather than over-statement. 

He must be able to follow instructions. The man 
who considers orders from headquarters as some- 
thing of importance that must be executed to 
the best of his ability will invariably be success- 


R. GEORGE MORGAN, center, author of this article, pointing 
out typical installations of laminated fibre wall and ceiling 
panels to a class in lumber marketing and building materials at 
Ohio State University. 


ful. Deliver me from his opposite—the man 
who is so smart in his own opinion that he thinks 
he can read between the lines and who invariably 
arrives at an entirely erroneous answer. 

Give me a man who is sincere, who likes to work, 
who is fundamentally honest and will follow instruc- 
tions and, with proper sales training which includes 
knowledge of product and basic knowledge of selling, 
and he will be a success in almost any organization. 

SOLUTION MADE SIMPLE 

Education, previous experience, personality, habits, 
age, all have a bearing on the selection of salesmen. 
These are basic, common sense factors that have been 
taken into consideration instinctively by those who 
have been hiring salesmen for the last century. 

In my opinion, it requires no complicated charts, no 
psychologist, no four-hour aptitude test to select a man 
for a sales job. They may help to form the decision 
of the employer but these other points I have enum- 
erated require no great scientific analysis. 

We have made mistakes in selecting salesmen. Who 
hasn’t? I, personally, hired one man and fired him 
just three weeks later. In another instance, we inter- 
viewed 13 men for a certain territory in the east. 
Many of them were experienced salesmen in our 
highly-competitive field. Personality, appearance, ed- 
ucation—were all favorable. After repeated inter- 
views, we selected a man who had been a bus driver 
for 17 straight years. His previous selling experience 
had consisted of three months on a bakery truck. 

Why was he selected? He sincerely wanted to sell. 
He was basically honest. He was a hard worker and 
if you don’t think so, try driving a bus from eight to 
10 hours a day! And he knew how to follow orders. 
That man, after 13 months with us, leads his division 
in almost every department. , 

I fervently hope it will never be said that we cannot 
improve our methods of selecting salesmen more in- 
telligently and more accurately. To make a wrong de- 
cision is even more harmful to the man than to the 
company. But, basically, all selections must stem from 
the judgment of those responsible for the selection of 
salesmen. 
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TWO DISPLAY IDEAS 
THAT PAY OFF 


Roofing display and door 
rack step up profit volume 


HERE ARE TWO display ideas 
devised by a Wenatchee, Wash., 
lumber dealer. They work, too, in 
terms of increased sales for Gene 
Marquess of Marquess & Co., who 
installed them. 

The roofing paper display stand 
consists simply of a 30’’x30” plat- 
form, raised six inches off the floor 
at the end of a paint display coun- 
ter. The price of each type of pa- 
per is distinctly marked on a card 
attached to the top of the roll. 

One advantage of the platform is 
that it helps keep the floor clean 
and at the same time helps to at- 
tract the customer’s attention to the 
inerchandise. Getting the rolls off 
the floor, moreover, makes his sales 
area look more like a display room 
and less like a warehouse, Mar- 
quess points out. 

How effective this display has 





DisPLAY of roofing paper raised on a 

pleiform and clearly price marked has 

le‘ped inerease sales of roll roofing by 
percent. 
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been is indicated by the 100 per- 
cent increase in sales of roofing pa- 
per which the owner has noted 
since installing the fixture. 

The other display idea is an 
easily-built display rack for doors 
which is mounted on the wall next 
to the main entrance doorway. The 
fixture can be easily made in half 
an hour or less. The single cross- 
piece which is attached to the wall 
is 1’x3’x4’. The eight dividers 


affixed to the cross-piece are 1’’x3”. 
The Marquess rack has space for 
eight doors. 


Each door displayed 





DOOR RACK near the store entrance 


catches customers “coming and going.” 


is a different type. The rack is used 
primarily to display samples since 
stock is sold from the main ware- 
house. 

Set up near the front entrance, 
the rack gets the customers “going 
and coming,” increasing impulse 
sales of doors. Prices, as in the 
case of the roofing display, are dis- 
tinctly marked on each item by a 
card attached to the outside edge 
of the door. 

As a further refinement, Mar- 
quess plans to build a low stand for 
the doors to rest on, similar to that 
used for roofing paper. 








USE “a voice with a smile.” 


GUIDE TO PROPER 
TELEPHONE TECHNIQUE 


These practical rules were 
written for retail salesmen 


THESE 10 RULES covering the 
technique of telephone conversation 
were prepared for the employes of 
Whiting-Mead Co. San Diego, 
Calif. 

1. The telephone is for business 
calls only. 

2. Answer it 
brief, but not short. 

3. In answering, give your 
name and department; don’t say 
hello. 

4. Employ a “voice with a 
smile.” Talk directly into the trans- 
mitter. Talk distinctly, but not too 
loud. 

5. If the person called for is 
out, tell the party calling; don’t 
say, “He isn’t in,” but show a real 
desire to help the party calling. 
Take the number or get the name 
and number of the party calling 
and give it to the party called for. 

6. When leaving your depart- 
ment, even for a few minutes, tell 
some one so your calls may be 
taken care of properly. 

7. In taking an order over the 
telephone, be sure to read it back 
and check it carefully. 

8. Whenever possible, call de- 
partments instead of individuals. 
Don’t call at all unless absolutely 
necessary. 

9. When through talking, say 
“Goodbye,” and replace the _ re- 
ceiver on the hook—don’t slam it. 

10. In receiving an order from 
a new customer, be sure to make 
arrangements as to how the order 
is to be paid for. If order is to be 
delivered COD, ask customer to 
have the correct change, leaving 
the money with someone if he is 
going out. 


promptly; be 
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An organized display plus product knowl- 
edge by the salesman can sell more flooring 
more profitably 


I F YOU ARE sitting in your office reading this 
story, we ask you to pause, run through in your 
mind the items of flooring, floor coverings, and floor- 
ing incidentals such as waxes and finishes, which you 
stock for sale. Then ask yourself these questions: 


1) Are these flooring materials displayed so the 
prospect can compare? 
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2) Are these materials grouped together so the 
prospect can decide what kind of floor he wants’ 


3) Am I providing the manufacturer’s literature 
and salesman knowledge necessary to answer ques- 
tions intelligently? 

4) Am I, as a matter of fact, doing a coordinated 
job of merchandising flooring and flooring ma- 
terials, or am I merely stocking these items in a 
haphazard fashion? 

Now it’s your turn to ask, “What’s the difference?” 
Let’s put it this way. It’s a hot day. You need a 
summer suit, so you go to a clothing store. You say 
to the clerk, “I’d like a tan summer suit.” The clerk 








ASPHALT TILE 








A) Parquet flooring has found 4 
place since the war in many middle, 
and even, lower priced houses. Use a 
sample on one square of the booth. 
Laid in one room, it will add appeal 
and individuality to an otherwise 
standard house. 


B & D) Use your two biggest sell- 









ing species of strip flooring on two 
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pulls a suit off the rack, says, “Here’s one,” and stands 
drumming his fingers. 

“This isn’t what I had in mind,” you say. “What 
else have you got?” 

“Nothing else here,” he says. “I think we’ve got 
some suits upstairs.” 

He leads you through an untidy back room, up 
some cluttered stairs. He rummages around and finds 
another suit. 

“This isn’t what I want either,” you say, slightly 
bewildered and with rising blood pressure. 

“Well, come back in the storeroom,” says the clerk. 
“Maybe we have something you can use out there.” 

He leads you around some boxes and crates, takes 
a suit off a rack, flicks his hand at a layer of dust. 
You can’t be sure of the color for the dust. So you 
say, “Is this palm beach?” 

“Gabardine—palm beach,” says the clerk. He rum- 
mages along the rack. 

“Here,” he says. “Maybe this is palm beach.” 

But he’s talking to thin air. You have ducked out. 
You have gone across the street where there is an 
attractive choice of summer suits, arranged in a 
coordinated display so you can compare cloth and 
color. The clerk is a friendly chap who can answer 
every question you throw at him. You buy yourself a 
nice tan summer suit... . 

We agree. The comparison of suits and flooring 
isn’t fair. It’s just a long winded way to suggest you 
might take a second look at your flooring display. Per- 





Courtesy Maple Flooring Manufacturers’ Association 


SAMPLES of item “G” in coordinated flooring display. Use 
neatly lettered and varnished tags to identify each grade, species 
and finish included. Include, if space permits, all species 
stocked, both hard and soft wood. 


haps you’ll want to bend an ear to your salesman’s 
approach the next time a customer walks in for 
flooring. 

Most dealers we call on have good ideas for dis- 
playing flooring. We have taken the best of these and 
combined them into one suggested display design 








squares of the sample floor. Make 
sure the pieces used are typical of the 
grade represented. (Don’t pick all 
perfect pieces.) But be sure work- 
manship of both carpenter and fin- 
isher are top notch. 


C) Quality asphalt tile flooring has 
gained a notable place in postwar 
housing. It is especially popular in 
kitchens, hallways and game rooms. 
It is often used throughout first floors 
of basementless houses. Pick either 
a popular color or make up a pleasing 
— of various colors for this dis- 
play. 


E & F) These spaces are reserved 
to show two styles of linoleum. Select 
attractive colors and designs. Use dif- 
feren t grades if more than-one grade 
IS carried. 

_ NOTE: To do a positive sell- 

ing job, the above “in use” dis- 

piays of flooring should be in- 

Stalled as perfectly as possible. 
‘hey should at all times be 
‘pt perfectly clean and pol- 
shed. Dust, dirt and scuffed 
ots will not impress shoppers 
ositively. 


This wall display is used to 
show different species, grades and 
finishes of hardwood flooring. Each 
Sec'.on of the display should contain 


Bui_pinc Propucts MERCHANDISER 


enough pieces of flooring to show typ- 
ical variations of color and appearance. 
Then show as wide a choice as space 
on the wall allows. (See photo for ex- 
ample of this display.) 


H) In this display use blocks using 
as many grades and species as you 
have room for, or carry in stock. 


I) One of the most successful ways 
to display linoleum is to provide bins 
for 24 to 36 inch wide sample rolls 
illustrating various colors and grades. 
Build a tilted counter on which sam- 
ples can be unrolled. Stock rolls of 
linoleum often take up undue space 
in the display room and make show- 
ing and cutting inconvenient. With 
this system stocks and cutting room 
can be located in the warehouse. 


J) Popularity of asphalt block 
flooring has increased tremendously. 
Show as wide a range of samples as 
possible. 


K) Be sure to provide a service 
desk nearby where salesman can esti- 
mate requirements and talk to pros- 
pects. Desk should be neat and un- 
cluttered so salesman can do busi- 
ness-like job of closing sale. 


L) Provide an attractive island 
display where you can show samples 
and some stock of flooring incidentals 
such as finishes, waxes, cleaners, and 


applicators. If you have sanders for 
rent, here is the place to advertise 
the fact. 


M) Provide a literature counter. 
Keep it clean (and we mean spotless), 
neat, and up to the minute. Prospects, 
while waiting their turn, will make 
good use of descriptive literature if it 
is kept available and attractive. 
Manufacturers’ literature is designed 
to help you sell. Give it a fair chance. 
You may want to provide a literature 
dispenser beside each wall display. 
If so, again, we say, keep it clean and 
up to the minute. 


N) The false wall built out to cre- 
ate the base type display will add un- 
told display space to your store. It 
also gives a unity to various displays 
that concentrates your prospects’ in- 
terest. It is hard to over-emphasize 
the value of this type display. 


Note: It is important to in- 
clude samples of pine and fir 
softwood flooring in the dis- 


play. These samples should 
preferably be included under 
“Q’’, 


Note: Either cutout plywood 
or neon tube type lettering on 
display should be large enough 
to be plainly visible from front 
entrance. 
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which 1s illustrated in the drawing, “Floor and Floor 


Coverings.” This will give your customers a better 
chance to pick the kind of flooring they want and 
may give your salesman the incentive to do a better 
job of selling. The display is arranged so you can 
trim it to fit the space available, and eliminate the 
items vou do not sell, without losing the feeling of a 
coordinated flooring center. Your salesman will have 
everything centralized in one place to make complete, 
packaged sales. 
DISPLAY KNOWLEDGE 

Flooring and floor coverings constitute one of the 
finish products that goes into a house. Consequently, 
the prospect is going to have a keen interest in how 
it will last and how it will look. This interest, in turn, 
means your salesman should have sound product 
knowledge to do a constructive selling job. 

If you sell quality flooring, if you exercise rec- 
ommended care in its handling and storage, these 
facts mean money in your prospect’s pocket anda 
assure him the beautiful floor he has a right to expect. 
Tell him you have gone to the expense of providing 
dry, weather-proof storage for your hardward floor- 
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MAPLE FLOOR 


OAK—Genuine Northern Wis. 
20.32 x ol No. 1 Common 


A ; , 25:32 x 2)’ First Grade 

& Better, JW" .... ....... 18.50 TS  vicicwinxia voce SES 
25/92 x 34 34” Clear Pi Red, 27.50 25/32 x 24” First Grade 
pans . he ese wc ied . BES UE Kcnredevatenencs 28.50 
5 x 3}” No. mmo 

Red & White, 100’ ......'19,89 25/32 x 24” Second Grade 
25/32 x 3}” Sel Pl Red, BGs GUE bi sccwcccns cooce Bee 

DO Aerigaseusadsovanewess 25.00 BIRCH FLOORING 
33/32 x 24” No. 1 Common 25/32 x 14” First Grade 

Se BO TD ie wcccicces 19.50 mere fin TP ccciccces 22.50 


How to estimate the number of feet required: Multiply the length 
by the width and add the following percentages: 1}” face, add 50%, 
24", add 33 1/3°., 3}” face, add 25%. 
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FLOORING incidentals such as waxes, cleaners and _ polisher 
should have a prominent place in a coordinated flooring dis 
play. They should also be advertised and promoted as _trafhe 
builders. The housewife who comes to your flooring center to 
buy flooring incidentals, will think of you first when she con. 
siders a new floor, be it tile, linoleum or hardwood. 


mighty important ammunition to build confidence in 
a prospects mind. It shows him you know your busi- 
ness. And it means more sales to you because you 
stock those finishes he should use. 


IT MEANS . 

It all gets right back to the story of merchandising 
at the retail level. It means displaying the goods you 
have for sale so that your prospects can see, feel and 
compare kinds and grades. It means neat housekeeping 
so your prospects will want to shop. It means real prod- 
uct knowledge so that your salesman can answer any 
question about flooring the prospect throws his way. 

Perhaps. merchandising flooring is not so different 
from merchandising suits after all. 
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Courtesy Lieber Lumber and Supply Co., Neenah, Wisconsin 


SMART FLOORING advertising. The average bedroom takes 
around 200 feet of flooring. Why scare off prospects by quoting 
prices per thousand? The brief information on how to figure 
various widths of flooring is important. It’s surprising how 
often customers buy on the basis of square of room space. It’s 
much easier to explain before, rather than after. 


ing. Explain to him why it is important for him to 
buy flooring that is properly cared for. He’ll never 
know if you don’t tell him. It will make sense when 
you do tell him. 

It is equally important to be prepared to tell the 
prospect the proper way to finish and care for his 
flooring, whether hardwood, linoleum, or asphalt tile. 
Most manufacturers and associations in the flooring 
industry have spent large sums of money to deter- 
mine the proper finishes and care for their products. 
This information is yours for the asking. It makes 
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BEAUTIFUL 
NEW FLOORS 
FROM OLD ONES! 


You can have beautiful 
floors at very little 
cost. The Sander will 
remove old finish and 
smooth floors, the 
Waxer polishes them. 


WAXER 
715¢ 4.22 
SANDER 

3 50 


A Day 
Rental 












SAVE 2/3 USUAL COST OF 


REFINISHING FLOORS 


Courtesy Long-Bell Lumber Company 
ADVERTISE your rental flooring equipment. It will bring in 
customers who are prospects for materials sales. 
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Pioneer in Woodwork 
Merchandising Retires 


H. H. (Hal) Hobart, general 
sales manager of Curtis Com- 
panies, Inc., responsible for 
valuable contributions to in- 
dustry progress 


H. (Hal) HOBART, vice-presi- 

* dent and general sales man- 
ager of Curtis Companies, Inc., 
Clinton, Ia., and one of the indus- 
try’s best known pioneers in wood- 
work merchandising, retired July 
1 after almost 40 years of service. 

Hobart’s successor is I. H. Ram- 
sey, who started with Curtis in 
1910 as a territory salesman in 
New England and who worked 
with the retired sales manager for 
21 years. 

Hobart made many contribu- 
tions to the woodworking indus- 
try, especially from the dealers’ 
standpoint. His organization in 
1913 of the Curtis Companies 
Service Bureau, conceived by G. L. 
Curtis, then president of the com- 
pany and now chairman of the 
board, was one of the first steps 
to help the retailer merchandise 
a manufacturer’s product. Hobart 
saw the need to help dealers meet 
the growing mail order competi- 
tion in ready-cut homes. 


TOOK SERVICE BUREAU POST 


Curtis offered Hobart the choice 
of a job as manager of this new 
department or assistant sales man- 
ager. Acceptance of the job as 
Manager of the Curtis Companies 
Service Bureau led to standardiza- 
tion of the company’s woodwork- 
ing ines so that dealers could or- 
der out of stock. Previously cus- 
tom-made woodwork was the prac- 
tice of the day. 

e next step was a woodwork 
cat: og published in 1914. Hobart 
har led the entire preparation of 
the catalog, one of the first com- 
ple. catalogs in the woodworking 
Inc .stry. Its popularity with deal- 
er. and buyers of woodwork re- 
sued in  a_ substantial sales 
griovth. 
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H. H. (HAL) HOBART (right). who retired July 1 as vice-president and general sales 


manager of Curtis Companies, Inc., and his successor. I. H. Ramsey (left). 


Two plan books followed. These 
offered stock plans to help dealers 
in selling customers. Out of this 
initial effort came a series of plan 
books called “Better Built Homes,” 
which continued for 22 years. 

In 1917 a new woodworking era 
marked by excellence of quality 
and design began. Curtis decided 
to retain architects to secure at- 
tractive, well-designed woodwork 
that could be placed within the 
economic reach of the small home 
builder. 

Kitchen cabinets and a new 
revolutionary window—prefit, fully 
weatherstripped and complete with 
glass and hardware, came out of 
the Curtis laboratories in the 1920’s 
and 1930’s. Prior to this time, win- 
dows were made in parts at the 
factory and shipped to the site, 
where the carpenter assembled 
them and the glazer installed the 
glass. 

Hobart took charge of the suc- 
cessful campaign to put across the 
new window and the kitchen cabi- 
nets. He helped perfect and intro- 
duce the model kitchen selling 
technique and inaugurated the first 
sales course for retailers. It was 
used to train thousands of retailers 
throughout the country. At the 


same time he recognized the value 
of Point-of-Sale displays as power- 
ful retail selling tools. 

In 1927, Hobart became vice- 
president in charge of sales and 
advertising. Under his direction 
Curtis distribution has become na- 
tionwide. 


PRAISES RETAIL LUMBER DEALER 


Commenting upon his long period 
of service in the industry, Hobart 
Said: 


--“It’s nice to be able to step out 


of a business in which one has 
spent so much of his life at a period 
when times are good and things are 
running right and the future looks 
bright. I feel that the future of the 
home-building business offers un- 
limited opportunities for aggres- 
sive manufacturers and retailers. 
We are still a very much underbuilt 
nation. Millions of homes are 
needed to house our growing popu- 
lation. 


“The retail lumber dealer has 
played a very important part in the 
building of this country of ours 
and he will continue to do so “f he 
keeps alert to the need for progres- 
sive merchandising and continues 
to render a service to his commun- 
ity.” 


él 





Materials Sell Themselves 


Active displays in smart air- 
conditioned store ofera “| 
world of ideas to consumer 





USTOMERS who visit the 

new headquarters of the 
Elgin Lumber & Supply Co., Elgin, 
Ill., have Tittle trouble in finding 
what they are looking for. Every 
important building material is dis- 
played where it can be seen. This 
includes everything from double- 
glazed windows to nails and insula- 
tion. 
















BEFORE AND AFTER pictures of Elgin Lumber & Supply 
Co. are shown above and at left. Every inch of 90-foot front 
is an open show window, brightly lighted at night. Entrance 
to the air-conditioned store is through double plate-glass doors. 


BELOW is shown the free parking area adjacent to store 
where attractive billboards are featured. The company de- 
pends on newspaper advertising, for the most part, to build 
traffic, but also uses bus cards and on occasion, the radio. 








A wide variety of building ma- 
terials was incorporated into the 
store for sales purposes. The walls 
are paneled in striated plywood and 


MULDERS HARDWARE AND_TOOL 
SS beware 


Ra 


» TOOLS 
Smits 


sad 


BUILDERS’ HARDWARE, tools and paints occupy one end 
of store. Display islands offer hundreds of items needed by 
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knotty pine; the floor is covered 
with asphalt tile and the ceiling 
with acoustical tile. Sixteen flex- 
ible spotlights flood the display win- 
dows, and the main display room is 


the home owner. 


lighted by the cold cathode type of 
fluorescent lighting. The clothes 


closets are cedar lined and fur- 
nished with hardware accessories 
sold in the store. 





KITCHEN SINKS and cabinets are given 
major display space. The company features two major lines. 
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NEAT DISPLAY combines samples of 


flooring, tile, insulation and hardboard. 


The two rest rooms are complete- 
ly furnished with medicine cabi- 
nets, soap dishes and plumbing fix- 
tures sold by the company. Each 
of these rooms is done in a different 
colored tile. Additional displays, 
including doors and garden tools, 
are being arranged to bring con- 
sumer products that used to be kept 
“out back” into the store. 

Other special displays of build- 
ing materials feature beveled and 
drop siding in different patterns; 
asbestos shingles; asphalt flooring 
and wall tile. Plumbing fixtures 
are given major display space. 
Partners J. M. Roth and H. C. 
Seigle may expand their line to the 
electrical field, but they will con- 








\ TIVE DISPLAYS are shown throughout store. Cedar-lined 
cet affords opportunity for demonstrating hardware items. 
‘ pictures of jobs furnished by Elgin Lumber & Supply Co. 
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Store 


CONSUMER COUNTER is an entire showcase in itself. Seven separate show win- 
dows, with access to each one individually, are set into the sales counter and permit 
special emphasis for the major products. Fluorescent lighting prevails in each window. 


tinue to deal exclusively with con- 
tractors on construction jobs while 
helping the home-owner prospect 
secure plans, financing, materials 
and a builder for the job. Three 
out of four homes, awarded prizes 
this year for excellence by the El- 
gin Real Estate Board, were fur- 
nished by the Elgin Lumber & 
Supply Co. One wall of the store is 
lined with attractively framed pho- 
tographs of jobs furnished by the 


company. 





Organized in 1881, the Elgin 
Lumber & Supply Co. has operated 
under the active direction of part- 
ners Roth and Seigle for the past 
seven years. Lester Junge is store 
manager. 

An intercom hookup with seven 
outlets keeps the main store in 
touch with outlying points in the 
warehouse and yard. Plans are be- 
ing made to rearrange the yard to 
utilize mechanical handling equip- 
ment. 





Rigs 


ELECTRIC PNEUMATIC 














ition : 


Suit Too: 


CONTRACTORS AND CONSUMERS, alike, are attracted by 
the complete line of power and hand tools on display. Notice 
excellent use made of manufacturer’s point-of-sale material. 
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Fact and Comment on 


Nation’s Affairs 


WITH CURRENT SOFTENING of 
building materials prices at the whole- 
sale level, plus the increasing tendency 
of the contractor and consumer to shop 
for the best price, the retail dealer finds 
the problems of purchasing, inventory 
level and markup of increasing impor- 
tance. Best current estimates do not 
expect more than a ten percent decline 
in prices throughout 1949. There is 
every indication that such decline as 
occurs will be orderly and slow. Hence, 
although care is always called for, the 
dealer should not jeopardize his ability 
to serve his trade by letting his stocks 
get overly low. The dealer who main- 
tains a well balanced stock and has in- 
stituted sound consumer selling methods 
is maintaining his sales volume and his 
profits. 


THE NUMBER OF FARMS with 
electricity has doubled since 1940. A 
higher standard of living goes hand in 
hand with the use of electricity, and on 
the farm that means more business for 
the retail lumber dealer. Remodeling to 
gain a new kitchen and bathroom in the 
house, water systems, milk-houses, barns 
remodeled for better efficiencies, new 
chicken and hog brooder houses are just 
a few of the improvements that result 
once electricity comes to the farm. It is 
good business for the dealer to advertise 
himself as headquarters for a farm im- 
provement program based on the use of 
electricity. Mail order houses have built 
much of their farm trade around the 
electrified farm. So have many progres- 
sive retail building material dealers. 
Have you? 


AMONG MANY REASONS for not 
expecting a big drop in business during 
1949 is the continued expenditure of new 
capital for business buildings and equip- 
ment. This capital is the kind that means 
more money in the pockets of consumers, 
which in turn means more purchasing 
power. As long as free enterprise pro- 
vides consumer purchasing power, the 
current leveling off will remain just 
that. It means the consumer businesses 
that provide service and choice of prod- 
ucts—in other words practice progres- 
sive merchandising practices—will find 
plenty of buyers for their products. 
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| Building Material Prices 











oe Wholesale Prices of Building Materials in the INDEX 
1926 = 100 United States, 1939-1949 1926 = 100 
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Few Farms are without Electricity 











Percentage of Farms Electrified as of 


PER CENT 
December 31 of Each Year 


PER CENT jf. 
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Small Dip in New Capital Expenditures 
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NEW DEPARTMENT 


In response to request from our readers, AMERICAN LUMBER- 
MAN, starting with this issue, is reprinting interesting excerpts from 
early issues. Many of these extracts are from the department, 
"Realm of the Retailer," written by Met Saley of the AMERICAN 
LUMBERMAN staff of 50 years ago. Mr. Saley is still remembered 
by veteran dealers for his pertinent reports on the affairs of retail 
lumbermen. Note that many of his observations are just as relevant 
today as they were half a century ago. Today, as 50 years ago, 
AMERICAN LUMBERMAN is vitally interested in helping the retail 
dealer become a better merchandiser of building materials. 





Prompt Payments and Otherwise 


THERE ARE SO MANY varieties of payments that 
it would be difficult to enumerate them. Some of you 
hardly do enough cash business to make a man wink if it 
was put in his eye. Then there are time payments stretch- 
ing from 30 days to eternity. 

As you are paid promptly and otherwise, so undoubt- 
edly you pay in the same way. In common with thousands 
of other things, the matter of payment becomes a habit. 
I know a yard man who is backed with as much money as 
a mule could draw, yet he never thinks of discounting a 
bill. He will even ask extensions, and has been so glacial- 
like that there are salesmen who do not try to sell him at 
all. 

Now, I believe this is due largely to a habit of pro- 
crastination. This dealer expects to pay sometime, of 
course; knows he will have to pay, but he puts off drawing 
the check from one hour to another, from one day to 
another, and thus time slides away from him. I may not 
be right in this diagnosis, but I am willing to think it 
1s SO. 

$800 ANNUALLY FOR A “GOOD MAN” 

A yard man discussed this subject of prompt payment. 
“My discounts amount to $600 or $800 a year, and will 
about pay a good man,” said he. “If I want money I can 
go to my bank and get it. They know what I am doing 
and how I am fixed. If I want a loan, they know it is 
because for the time being I cannot swing things to my 
satisfaction. If-I should go to staving bills off with the 
men of whom I buy my lumber they would not know what 
the matter was.” This is undoubtedly good business pol- 
icy, but it is not everybody who believes in it, however. 

I was in a yard the proprietor of which wore his hat 
tipped forward, which means that he is a man of marked 
characteristics. The man who goes around with his hat 
pulled down over his eyes -is independent, pugnacious, 
secretive, and sometimes mean. I do not say it invariably 
indicates a mean streak, for maybe a few readers of this 
department wear their hats in that way. This dealer 
touched on the question of payments. 

“Tie matter of payments cause me no worry,” said he. 
“I pay my debts sometime—that is dead sure. If I pay in 

0 doys it is all right—if not, it is all right. The whole- 
sale merchant who is particular as to this is not obliged 
to sc\l| me lumber. Today I have $9,000 on my books that 
Is a» good as the wheat, but to get that money within 30 
day. would be an impossibility. And when Mr. Wholesaler 


has ills on his books which he knows will come, I don’t 
kn why a little time should make any more difference 
wi > him than it does with me. He probably does not 
we ~ to use the money that is due him anymore than I 


do 1e money that is due me.” 
iad never heard a yard man talk precisely like this 
be ve, and I attributed it to the way he wore his hat. 
—Met Saley, American Lumberman, June 2, 1900 
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You can be sure of complete satisfaction when 
you specify Getty Casement Operators. 


Why ? Because Getty has specialized for 
over a quarter of a century in the design and 
manufacture of the BEST casement opera 


tors money can buy! This is your guarantee 


of quality. 


GETTY NO. 4703W 


Internal Gear Angle Drive Casement 
tor . combining 


design of casement 
also manufacture 


Gear (reversible) ope 


Tnternal 


. 


Gear Construction 


v SA ent 


Note: Full length of worm 
is engaged at all times with 


internal gear teeth 


Remember — 


GETTY specializes in 
f Casement Operat 


Write for F | ] y 
descriptive H. S. & ¢O., Inc. 
literature 3348 N. 10th ST. PHILADELPHIA 40, PA. 
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MERCHANDISING 
CLINIC 


by R.E.S. 








“COLOSSAL” IS A POOR 
MEASURING STICK 


If you are comparing today’s sales 
with. the colossal figures of a year 
ago, you are using a measuring stick 
that is so distorted it is apt to throw 
you completely off balance, according 
to economists who are “viewing with 
alarm” the all too common tendency 
to complain about current volume. 
The idea that the inflationary peak of 
’48 could become a new normal is 
completely fantastic. No one ex- 
pected the dangerously swaying 
“pole” (meaning ’48s dizzy prices) 
to assume a semblance of stability 
and there were nation-wide com- 
plaints because prices were too high. 

Chances are you voiced your oppo- 
sition to the “outrageous prices” you 
had to pay for lumber, plywood and 
similar items. Such being the case, 
there is little justification for the con- 
cern that has been created by the de- 
cline in prices to a more normal 
basis. Price drops naturally mean 
more and more competition but the 
return of competition does not neces- 
sarily signify the approach of a de- 
pression unless we strive valiantly to 
think one up. Sad to relate there are 
timid souls who are doing exactly 
that! 

* * * 


Advice by a well-known depart- 
ment store executive: “Find out 
what people want. Have it. 
Find out what people don’t 
want. Don’t have it.” 


* * * 


NOT LIKE THE EARLY ‘20s 


In the building materials boom of 
the early ’20s, lumber dealers over- 
bought heavily and continued to do 
so until the bottom suddenly dropped 
out of things and prices plummeted. 
Inventory losses were so large that 
many dealers went bankrupt, or so 
close to it that it took them several 
years to recover. Today, the situation 
is almost exactly the reverse. Some 
lumber dealers knowingly are taking 
the risk of being out of stock rather 
than be caught with a surplus of ma- 
terials on which prices are declining 
rapidly. Price reductions, under such 
circumstances, merely serve to create 
greater buying caution. 


ee Ss 


Question of the hour: “How far 
is ‘bottom’ from the _ super- 
boom top?” 


66 


CHOOSING THE SMALLER LOSS 


Hand-to-mouth buying has its defi- 
nite advantages in stemming inven- 
tory losses when prices are dropping, 
but it makes selling tough for the 
dealer with empty bins. 

Most sawmills still are not in a 
position to make prompt shipments 
of mixed cars in wanted assortments. 
Delays often mean lost sales and 
worst of all lost customers. The loss 
of a single sale may not be disastrous, 
but the loss of a customer is a 
tragedy. 

* * * 
Over-emphasizing reduced 
prices is apt to stimulate the 
hope for further drops. 


* * * 


FROM “SUPER RUSH" TO 
“NO HURRY" 


The home builders of ’48 who were 
“super-rushing” lumber dealers to the 
point of distraction are no longer in 
much of a hurry to start new projects. 
That far-away look in their eyes 
merely means that they are expecting 
tomorrow to bring lower prices .. . 
a tough selling situation for the lum- 
ber dealer or anyone else. The same 
people who were stampeded last year 
by the threat of still higher prices 
are now being stampeded by the 
threat of lower prices. 


* * * 


STRANGE AND UNUSUAL 


The dangers of too small a stock 
and the inability of manufacturers to 
make shipments promptly are dra- 
matically illustrated in the case of 
the lumber dealer who had made ar- 
rangements for workmen to start his 
new home on a certain date. When 
the crew showed up the lumber had 
not arrived. Result was that a large 
percentage of the lumber was pur- 
chased from his competitor. 


* * * 


Panacea for declining sales: 
“Re-learn the merchandising 
arts neglected in the past eight 
years of easy expansion.”— 
Q. F. Walker of Macy’s. 


* * * 


ANOTHER RECOMMENDED 
FORMULA 


This one comes from Robert Perry, 
domestic commerce expert for the 
U. S. Department of Commerce, who 
conducts classes sponsored by the 


Y.M.C.A., Chicago, for men and 
women who get together once a week 
to learn something about starting 
their own business: 

“Study your prospective customers, 
then study your competitors, and de- 
cide what features you can sell that 
your customers need and your con- 
petitors are not supplying.” Sounds 
sort of elementary, but it is some- 
thing. that is so seldom done in the 
lumber yards of the land that vicious 
price competition is the inevitable 
result. 

“Figuring” lumber lists with little 
knowledge of what someone else pro- 
poses to furnish is a typical example. 


* * * 


A record $19 billion construc- 
tion year (as predicted for 
749) doesn’t sound much like a 
depression! 

* + * 


HOW DOES IT LOOK IN 
OTHER LINES? 


The big department stores expect 
a decline of 6 to 7 percent from the 
1948 level. Mail order houses are fig- 
uring on a 10 percent drop. Chain 
stores about the same. Lower prices 
account for practically the entire loss 
in dollar volume. Unit-wise the 400 
retail companies (that account for 
more than 50 percent of the total 
volume) are running about the same 
as last year. 

* * * 

The lumber dealer who is con- 
fronted with a 40 percent drop in 
volume (and there are plenty of them 
in some sections of the country) will 
find little satisfaction in the $19 bil- 
lion construction figure for the cur- 
rent year. What concerns him most is 
how to get his share. Naturally, 
much of the work does not call for 
lumber yard delivery of the materials 
required. Nevertheless 1949 promises 
to be one of the largest building years 
in history. Building trades are acting 
up here and there, asking for higher 
wages! Sorta adds up to a screwy 
situation viewed from the areas 
where lumber yard volume is down. 


* * * 


THE BIG SHIFT 


There are plenty of reasons for the 
creaks and groans now being heard 
in various parts of our economic ship. 
Shifting gears from a seller’s market 
to a buyer’s market is no easy job. 
But it can be done. 
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vo" Every time you sell Plywood, 
you also have a chance to sell Firzite, Satinlac 
and Weldwood Glue. 


Firzite -*: fir plywood and other soft 


‘woods —and for hard woods too! 


The finishing of fir plywood and 
other soft woods has always pre- 
sented problems. Today, these 


| RZ ITE problems can be overcome by use 


2 noone EVEN FINISHES OM FIR + , 7 of FIRZITE. 
ee Se 






Used as a pre-sealer, FIRZITE seals 
the wood pores...tames the wild 
grain...virtually eliminates check- 
ing and grain raising. Available 
! oe in both white and clear, FIRZITE 
Rh ee forms an excellent undercoat for 
stain, paint or enamel. 


Tome That 


White (or tinted) FIRZITE also provides an easy, low- 
cost way to achieve the blond, bleached or wiped finishes 
so popular today. 


Discuss the merits of FIRZITE every time you sell a piece 
of fir plywood. 

FIRZITE comes in pints, quarts, gallons and 55-gallon 
drums. Counter leaflets and display panels of actual wood 
finished with FIRZITE are available as dealer helps. 


cqtinla C—tor preserving the natural beauty 


of all woods. 


You can recommend SATINLAC 
as a simple, inexpensive material 
for the proper finishing of hard- 
> wood plywood and similar woods. 
It is a clear coating which can be 
applied without brush marks. 


SATINLAC produces a durable, 
attractive finish. It brings out all 
the natural beauty; does not darken 
or yellow with age. 


SATINLAC is put up in pints, quarts, 
gallons and 55-gallon drums. Counter leaflets and dis- 
play panels of actual wood finished with SATINLAC 
are available as dealer helps. 








WELDWOOD GLUE 


WELDWOOD PLASTIC RESIN GLUE 
joins wood to wood and other porous 
materials in a permanent bond, unaf- 
fected by moisture, bacteria, heat, fungus 
or mold. Available in small sizes for 
over the counter trade and larger sizes 
for cabinet makers, carpenters, etc. 














Write for more information on these products and an 
explanation of our Dealer Set-up 


UNITED STATES PLYWOOD CORP. 


Industrial Adhesives Division, Dept. 453 
55 West 44th St., New York 18, N. Y. 
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TS READ WHAT TYPICAL 


WHULTTL 


DEALERS HAVE TO SAY 


about the moderu 100% 
concealed sack Calauce 


What users, dealers, contractors and 
architects say about this modern sash 
balance is as important to YOU as 
it is to us. 

A large Lumber Company writes, 
“. .. we have used many thousands 
of them and will continue to do so. 
We like the features of rapid instal- 
lation and complete concealment as 
well as the smooth and quiet counter 
balanced action .. . our customers are 
pleased with the elimination of un- 
sightly balances in their windows.” 
Another building material dealer 
writes, “We are well pleased with 
Hidalift. It can be easily installed, and 
the feature of the hidden parts makes 
it well received by our customers. We 
have been users of this balance since 
before the war, and you can be sure 
we will continue it as one of our 
essential items.” 


We have many more similar tributes 
that take on more importance whe 
you — on 


Compare Hidalift Features 


Better Architectural Design 
Springs Dustproof 

Easy Installation << 

Lifetime Wear < 

Easy Tensioning 

No Sash Cérds to Break 
Eliminates Sash Weights 

No Drafty Sash Weight Boxes 






























2 


this profusely illustrated 

which includes ali installation 
details and lists sizes and specifications 
on Hidalift for ali standard sash. Use 
coupon below or your own letterbead. 














Products .... Sales Aids .... Literature 


SEND FOR THESE: 





“How to Select Your Water Sys- 
tem” is a 32-page booklet obtainable 
without charge through distributors 
or retailers of Deming pumps and 
water systems. Write The Deming 
Company, Dept. AL&BPM, Salem, 
Ohio. 


Electric Typing as performed on 
the new Remington Electric DeLuxe 
Typewriter are portrayed in a new 
brochure entitled “Around the Clock 
...” A picture of the new typewriter 
is accompanied by an analysis of 10 
of its most salient features. Write 
Remington Rand Inc., Dept. AL& 
BPM, 315 Fourth Ave., New York 10, 
N. Y. 


Widespread public acceptance of the 
First Edition of the Attic Ventilation 
Code published by the Propeller Fan 
Manufacturers’ Association indicated 
the need for such information. The 
Second Edition, now available for dis- 
tribution, has been rewritten to in- 
clude new material such as, illustra- 
tions of typical discharge openings, 
method of computing areas for attic 
fan discharge vents, and minimum air 
changes recommended for attic ven- 
tilation systems in the United States. 
Write Propeller Fan Manufacturers’ 
Association, Dept. AL&BPM, 2157 
Guardian Bldg., Detroit 26, Mich. 


Aluminum extruded architectural 
shapes are featured in a new bro- 
chure. Items illustrated include base 
moldings, window jambs and sills and 
exterior window sills, door frames, 
jambs and thresholds, store front 
moldings and trim, decorative hand 
rails and utility railings, coping, or- 
namental trim and _ miscellaneous 
shapes. Write Reynolds Metals Com- 
pany, Aluminum Division, Dept. AL& 
BPM, 2500 S. Third St., Louisville 1, 
Ky. 


Good Application Makes a Good 
Roof Better, a new booklet published 
by the Asphalt Roofing Industry Bu- 
reau, includes sections on the impor- 
tance of proper application, key points 
in roofing selection and application, 
preparation of roof decks for both 
new construction and reroofing, and 
specific instructions for laying three- 
tab square-butt strip shingles, hex- 
agonal strip shingles, other types of 
shingles and 19-inch selvage edge, 
double coverage asphalt roll roofing. 
Termed a “practical guide on how to 
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lay asphalt shingles for maximum life 
and all-weather protection,” the 24- 
page booklet is intended for use by 
dealers, builders, architects, roofing 
contractors and building owners. 
Write Asphalt Roofing Industry Bu- 
reau, Dept. AL&BPM, 2 West 45th 
St., New York 19, N. Y. 


The new Windalume catalog con- 
tains illustrations of the complete line 
of Windalume double-hung aluminum 
windows, specifications and installa- 
tion instructions. Write Windalume 
Corporation, Dept. AL&BPM, 323 
56th St., West New York, N. J. 


Three new colors are the big news 
in Wright Manufacturing Company’s 
Wrightflor Rubber Tile, according to 
a new booklet now available to con- 
sumers and dealers. The new colors 
bring the total number offered to 17. 
New colors in Wright-On-Top Com- 
pression Cove Base are also presented. 
Write the Wright Manufacturing 
Company, Dept. AL&BPM, P.O. Box 
6567, Houston, Tex. 


Weatherstrip with Mortite, is a 
special folder describing a pliable, 
cord-like weatherstripping that will 
adhere to any clean dry surface. The 
product can be formed into any shape 
to plug up holes and cracks; keeps 
out wind and cold, dust and dirt. 
Write J. W. Mortell Co., Dept. 
AL&BPM, Kankakee, II. 


The “Hi-Dit” unit in the new line of 
Faries’ bathroom accessories, is a re- 
cessed fixture that holds the family’s 
everyday items such as tooth paste, 
tooth brushes, soap, and a water 
tumbler. When not in use they are 
entirely concealed by merely closing 
the door of the unit. A copy of the 
new catalog showing the entire line 
of bathroom accessories is available 
on request. Write Faries Manufac- 
turing Company, Dept. AL&BPM, De- 
eatur, IIl. 


An illustrated Idea Chart lists ac- 
Metals and indicates the reasons for 
their use. Fourteen standard Rigi- 
dized Metal patterns are illustrated 
and 81 actual production applications 
are listed alphabetically and cross- 
referenced against the 13 most fre- 
tual product applications of Rigidized 
quent reasons for using these tex- 
turized metals. Write Rigidized Metals 
Corp., Dept. AL&BPM, 658 Ohio St., 
Buffalo 3, N. Y. 





“Insulating Siding 
For Your Farm" 
The Insulating Siding Associa- 
tion recently published a sales 
creating consumer type booklet en- 
titled “Insulating Siding for Your 
Farm.” This booklet explains jin 
pictorial style how rundown build- 
ings on one farm were completely 
renovated with Insulating Siding, 
Pictures show in detail application 
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ECONOMICAL > MODERNIZES + INSULATES « BEAUTIFIES 


ecciabnens and chacentiitilin of 
the product. For copies of this free 
booklet write Insulating Siding 
Association, Dept. AL&BPM, 530 
Echo Lane, Glenview, IIl. 


52-Page Outdoor Fireplace Book 

Every type of outdoor fireplace 
from the simplest, chimney-less, 
masonry-and-grill cookstove to the 
finest outdoor counterpart of a liv- 
ing-room fireplace, complete with 
cooking facilities, is described and 
pictured in a colorful, new, 52-page 
book. Entitled “How to Enjoy an 
Outdoor Cook-Nook,” it contains 
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Through modern remanufacturing plants located in the heart of the 
Ponderosa Pine region, Firpine is set-up to really give you service on 
millwork, mouldings, furniture dimensions and high grade lumber spe- 
cialties. 


Firpine also manufactures Ponderosa Pine lumber and wholesales all 
species of Western Woods—lumber, millwork, mouldings, cut stock and 
specialty items. 

Consult us on your needs in Western Woods. 


s . OUR MOTTO: “If It’s Made of Wood, We Sell It.” 


Propucts COMPANY 


525 CORBETT BUILDING—PORTLAND 4, OREGON 


















R. A. Holmes 
C. F. Mimnaugh 
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4 *or else you may return this Dado Head at 
4 our expense, if not satisfied in every way. 





GUARANTEED to be the best tool of its kind on the 
market today, Huther Bros. Dado Head will cut PER- 
FECT grooves, any width, with or across the grain. 
Easy to keep in top condition. 

Fits any saw mandrel or saw rig. 

Positive action—it may be adjusted in the time it takes 
to remove a saw. 


Eats up the Work—Builds up the Profits! 





MANUFACTURED BY 


/Huther Bros. 


SAW CO., INC. 


1290 UNIVERSITY AVE. 
a Oe Oa oe Oe N ¥: 


Futher Bros. Dado 
| cad above was used 
cut the clean, per- 
-t grooves shown at 


ie right. 


rite for folder-price list today. Saw Makers for Over 60 Years 
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detailed drawings of 11 attractive 
fireplace designs, instructions for 
building Outdoor Fireplaces of any 
style and size. Broad latitude in 
choice of materials and equipment 
enables the builder to incorporate 
original features suited to indi- 
vidual needs and desires. Copies 
are 25 cents each. Write the Ma- 
jestic Company, Dept. AL&BPM, 
Huntington, Ind. 


Structural Insulation Board 
Designed specifically for con- 
struction economies, the new in- 
combustible NEFCO SI board is 
said to combine three necessary 
high-cost functions in one low-cost 
material. As a_ structural roof 
decking SI board will span four 
feet. The two-inch thick slab has 
a thermal insulation value of .28 





making additional roof insulation 


unnecessary. The exposed under- 
side of the board provides acousti- 
cal treatment, noise reduction co- 
efficient of .75 with excellent 
repaintability. This material is 
light in weight and can be worked 
with ordinary carpenter’s tools. For 
illustrated folder write New Eng- 
land Fibre Company, AL&BPM, 
69 Grove St., Boston, Mass. 


New Insulite Metal Trim Im- 
proves Lap Siding Applications 

A new metal trim is announced 
for use around windows, doors and 
similar openings to give an attrac- 
tive, finished appearance to appli- 
cations of lap shingle design in- 
sulating siding. Made of stipple 
embossed aluminum it comes fin- 
ished in colors to match the siding 
being applied. A unique feature 
of the new trim is that the fitted 
against the window or door casing 
is tapered from top to bottom com- 
pletely covering the edges of the 
siding. The trim pieces may be 
applied as each siding panel is 
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nailed into place or upon comple- 
tion of the entire job. The metal 
trim is quickly installed by slip- 
ping it under the exposed lap of 
the course above and fastening the 
lower end with a single nail. Write 
Insulite, Dept. AL&BPM, 500 Bak- 
er Arcade Bldg., Minneapolis 2, 
Minn. 


Midget-Size Moisture 
Register 

A new midget-size instrument 
for testing moisture content in lum- 
ber slips easily into the pocket. It is 
specially designed to make possible 
accurate moisture testing at low 
cost by lumber dealers, wood work- 
ers and kiln dryers. Believed to 
be the smallest instrument of its 
kind ever produced commercially, 
this new Moisture Register model 
DC-1 measures only 334”x5” and 
weighs less than two pounds. It 
is scientifically engineered on the 
Megohm Bridge principle, and gives 
accurate results over a full range, 
from 8% to 29%. Tests inside 
kiln temperatures. Moisture con- 
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kilns are accurate down to 4°. at 
tent readings for most woods may 
be made direct from the dial. In 
addition, easy-to-read calibration 
tables are furnished for 35 woods. 
Condensed tables are printed on 
the instrument shell, and complete 
tables are supplied in booklet form. 
Write Moisture Register Company, 
Dept. AL&BPM, 133 North Gar- 
field Ave., Alhambra, Calif. 


New Hemlock Leaflet 


Willamette ‘Valley Lumber Co. is 
offering a leaflet showing an air- 
plane view of one of its three plants 
and describing production. The 
leaflet tells how Willamette Hi- 
Hemlock comes from forests grow- 
ing at altitudes above 2,000 feet 
and how every foot of dimension, 
flooring, ceiling, siding, finish, 
shop, ladder stock and other stand- 
ard items are 100 percent kiln 
dried. For a copy of this leaflet, 
write Willamette Valley Lumber 
Co., Dept. AL&BPM, Dallas, Ore. 


Glass Block Window 
for Any Type Building 

A glass block window with a slid- 
ing vision strip sash now can be in- 
stalled in the conventional window 
openings of any type building. The 


































































































new window can be used in any type 
commercial, industrial or institu- 
tional building. It is adaptable to 
any opening, large or small and is 
strong and rigid enough to provide 
its own lintel. Frames are shipped 
completely assembled ready for 
glazing and installation of the glass 
block. The window gives vision and 
ventilation with single: pane or 
double glazing. The sliding sash 
makes it possible to wash the out- 
side of the window in the same 
manner as any conventional double- 
hung window. Glass block windows 
may be used singly or in multiples. 
When they are installed in groups 
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= CONVENIENT TO STOCK 











© REDUCES INVENTORY... 













EASY TO HANDLE... 


takes up less room than 
standard lengths. 





EASY TO HANDLE... 
saves handling time both in 
the yard and on the job. 
COSTS LESS... 

cheaper than standard 
lengths; a grade for every 
need, 







you stock less lumber—yet 
you can fill any bill. 


SAVES LABOR . | DIERKS END-MATCHED PINE FLOORING 


a builder favorite because 
there’s no sawing or squar- 
ing to do. 









Neatly bound in easy-to-handle, easy-to-count 
bundles, Dierks end-matched pine flooring saves 
handling time both in your yard and on the job. 
Contractors prefer it to standard lengths because 
REDUCES WASTE. ? : 1 it’s so much easier to carry through doorways, 

handle in small rooms, ete. And customers pre- 
lays faster; no cut-offs to fer Dierks End-Matched because the “nested” 
throw away. shorts are always clean, dry, and bright. 





MAKES SMOOTH TIGHT FLOORS... “There’s a grade for every need.” 
perfect match at sides and 
ends gives smooth “one- 
piece” effect. 


FREE: A high-grade thermometer mounted 
on a specimen of Dierks end-matched pine 
flooring. (This offer limited to dealers east 
cf the Rockies.) Send 25c coin or stamps to 
cover cost of wrapping and postage. 


Dierks LUMBER AND COAL COMPANY 


Dierks Bldg. 1006 Grand Ave. Kansas City 6, Missouri 
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— Sales Office — 
449 Peyton Building 
P. O. Box 1290 
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‘Deep in the forests of North Idaho, a jammer—' nonlaieead 
of the woods''—handles a giant white pine log. 


ACK RIVER SALES COMPANY 


Pack River Lumber Co., Sandpoint, Idaho 
Representing | Northwest Timber Co., Gibbs, Idaho 
Thompson Falls Lumber Co., Thompson Falls, Mont. 
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the jambs act as mullions eliminat- 
ing the need for additional interme- 
diate structural members. Write 
American Structural Products 
Company, Dept. AL&BPM, Toledo 
1, Ohio. 


New Line of Door 
Chime Models 

The Rittenhouse Company, Inc. 
announces a new line of door 
chime models complete with dis- 
play boards. Models range from 
those designed for small apart- 
ments to those for the very finest 
homes. According to the manufac- 


= ts <a 
Sok @ RITTENHOUSE | 


turer, a patented floating percus- 
sion unit completely eliminates 
chime static, and the use of spe- 
cial new chime alloys provides 
clearer, more melodious golden 
tones. All models provide signals 
for both the rear and front doors. 
Write The Rittenhouse, Inc., Dept. 
AL&BPM, Honeoye Falls, N. Y. 


New Feature Widens Markets 
for LaBelle Doorknob Lock 
LaBelle Doorknob Locks can now 
be master-keyed or keyed alike— 
an important advantage that makes 
them meet the requirements of 
hotels, apartment houses, office 
buildings, etc. Doorknob locks not 
specially keyed will continue to be 
available for outside and inside 
doors of private homes. Unlike the 


conventional doorknob, LaBelle’s 
outer knob spins freely when lock- 
ed; it can’t be jammed or sprung. 
A quarter turn of the milled-type 
key unlocks the outer knob so that 
it will draw the latch. Only the outer 
knob is controlled by the mecha- 
nism; the inner one opens the door 
at all times, providing a _ safe- 
guard against accidentally locking 
anyone in. Since the lock, a tumbler 
cylinder type, is built into the outer 
knob, there is no longer any neces- 
sity for large lockplates. LaBelle 
Doorknob Locks are produced in 
statuary bronze, polished brass, 
dull brass, polished ‘chrome and 
dull chrome. Write LaBelle In- 
dustries, Inc., Dept. AL&BPM, 
Oconomowoc, Wis. 


All-Aluminum Screen Door 
of Hollow Extruded Sections 


An all-aluminum screen door in- 
troduced by the Alumatic Corpora- 
tion of America, is fabricated of 
strong, hollow extruded aluminum 


sections. The door opening of the 
house is adjusted to fit the screen 


door. The opening is squared and 
adjusted to the proper size with 
wood stripping. Then, the alu- 
minum frame is used to cover the 
wood stripping, enhancing the door- 
way’s beauty. With this method, 
aluminum touches aluminum for a 
perfect and permanent fit. These 
doors are being manufactured in all 
sizes, with 1l-inch variations in 
width and height. As a companion 
line to the aluminum screen door, 
Alumatie is also in production on 
all-aluminum full screens and half 
screens. The Alumatic Corpora- 
tion of America, Dept. AL&BPM, 
1229 South 41st St., Milwaukee 4, 
Wis. 


Cotton-Base . 
Acoustical Tile 

A. revolutionary principle of 
sound control which excels old 
methods is available now through 
the use of a cotton-base acoustica] 
tile, according to the Nationa! Cot- 
ton Council. Manufactured jp 
units 12 inches square, each tile 
weighs only three ounces. It is 


decorative, vermin proof, a good in- 
sulator and is easily installed at 
low cost. The new principle of 
acoustical correction creates inte- 
riors that are “alive,” preserving 
the life, tone and naturalness of 
voices and music instead of merely 
deadening sound. In effect, the 
cotton tile filters out harshness, re- 
verberations and echoes, leaving 
the voice and musical tones at 
their best. No dead areas and 
fluttering are experienced in high 
or low frequencies. Installation of 
cotton tile is simple. Write Na- 
tional Cotton Council, Dept. AL&- 
BPM, P.O. Box 18, Memphis, Tenn. 


8-Inch Tilting Arbor 
Circular Saw 


Announcement has been made of 
a new floor-model 8-inch tilting 
arbor circular saw. While many 
tilting arbor saws occupy more 
floor space than their table sur- 
faces, the new Delta-Milwaukee 
model features compactness, with 
the motor enclosed entirely within 
the cabinet and with all working 
parts suspended from the table and 
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Experience proves the advan- 
tages of using genuine Chrom- 
edge metal trims in all types 
of floor and wall covering in- 
stallations. Among these are 
—wider selection of practical 
sizes and shapes .. . velvet- 
smooth beauty of popular, per- 
manently rub-proof Chrom- 
alite finish .. . uniform, smart 
eye-appeal of completely 
matched groups of trims... 
concentration of the entire 
manufacturing job, from ingot 
to finished trim, under one 
roof... B & T’s clear-cut, 
forthright dealer policy—and 
many other exclusive Chrom- 
edge features. 


* Extruded aluminum alloy and stain- 
less steel trims manufactured solely by 
the B & T Metals Company. 


Part of a typical 8] -A 
matching group 
of Chromedge 


trims. 











LL divisions of Canadian Forest Products Limited use 
top quality logs from our own virgin timber limits 
at Englewood and Harrison Mills, B.C. 


EBURNE SAWMILLS DIVISION 


9149 Hudson Street, Vancouver, B.C. 





Utilizing Douglas Fir, Pacific Coast Hemlock and Western 
Red Cedar for the production of Timbers, K.D., Dimension 
and Boards, Finished Uppers, Car Material and Siding. 





PACIFIC VENEER & PLYWOOD DIVISION 


Foot of Braid Street, New Westminster, B.C. 


Specializing in production of *Douglas Fir Plywood, P.V. 
Brand Edge Grain Cedar Plywood and P.V. Brand Hardboard. 
*Obtainable from our affiliated company, Pacific Veneer 
and Plywood Corporation, Bellingham, Wash. 


HUNTTING-MERRITT SHINGLE DIVISION 


9110 Milton Street, Vancouver, B.C. 





Manufacturers of the world-famous Huntting-Merritt 
Brand Red Cedar Shingles, and Dri Home prestained cedar 
shakes for modern sidewall construction. 


OR SHIPMENT TO ALL 
POINTS IN UNITED 
STATES 
lixed carloads of lumber, 
ywood and shingles are 
ade up from each of the 
anadian Forest Products 
‘ivisions and the Pacific 
emeer and Plywood 


*rporation, Bellingham, 
ash, 


Limited 
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Anything in 
West Coast Woods 


Manufacturers of: : 


Mouldings 
Furniture Dimension 
Glued-Up Stock 
Industrial Shook 
Venetian Blind Stock 
Ready-to-Assemble 

Furniture Parts 
in fact, Anything in 
West Coast Woods! 

Send us your inquiries for 


PONDEROSA PINE, SUGAR PINE, 
INCENSE CEDAR, DOUGLAS 
AND WHITE FIR 




















1635 DIERKS BUILDING 
Phone Victor 4143 
Kansas City 6, Missouri 





Sawmills: Canby, Calif., and Anderson, Calif. 
Remanufacturing Plant: Klamath Falls, Oregon 


STARK cam 


1927 == BRAND -- 1949 
OAK FLOORING 





1 PA cn eR acon 





Your customers are assured 
lifetime satisfaction with Ozark 
Brand Oak Flooring. It is pro- 
duced from fine quality Mis- 
souri altitude-grown Oak Stock 
which has been properly sea- 
soned in Moore Cross-Circula- 
tion Kilns. It is accurately 
milled on modern machines. 
It is expertly graded in ac- 
cordance with NOFMA grad- 
ing rules. 


Try a shipment and see for 
yourself the fine quality of 
Ozark Brand. 





THE OZARK OAK FLOORING CO. 
BISMARCK, 


MISSOURI 
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likewise enclosed within the cabi- 
net. Write Delta Manufacturing 
Division, Rockwell Manufacturing 
Company, Dept. AL&BPM, 600 E. 
Vienna Ave., Milwaukee 1, Wis. 


An Aluminum Metal Roof 
That "Spreads On" 


Abesto Manufacturing Corp. re- 
ports completion of tests for a new 
product described as a “revolution- 
ary roof coating.” According to 
the announcement, all such mate- 
rials have formerly worked on the 
principle of “float”, wherein the 
aluminum flakes float to the top and 
the carrier sinks to the bottom in 
the application coat. In Abesto’s 
Fiberated Lumiclad, the aluminum 
flakes are bound tightly to the fine 
asbestos fiber by the best vehicle 
and held in suspension by the com- 
pany’s suspension booster “vis- 
croid.”” This formulation results in 
a thick, creamy material which re- 
mains silver-colored all the way 
through, providing a reflective in- 
sulation value on the top of the 
roof and an equal reflective insula- 
tion on the under side of the coat- 
ing to hold the heat in the building 
during the winter time. Tie asbes- 
tos fiber adds its own insulation 
value to the entire surface. Com- 
plete result is an aluminum metal 
roof that “spreads on” and is sil- 
ver-colored all the way through. 
Lumiclad will expand and contract 
with the natural “breathing” of the 
roof and is said to fill the require- 
ments for a water-tight reflective 
surface that will wear for years at 
low cost. It will not crack or check. 
Coverage is from 100 to 200 square 
feet per gallon depending on the 
porosity of the surface. Write 
Abesto Manufacturing Corp., Dept. 
AL&BPM, Michigan City, Ind. 


Sargent's New Lacquer 


The two doorknobs shown here, 
identical in’ design and material, 
were taken together from a regular 
Sargent production line. The one 
at the left, coated with the best of 
the old lacquers, is shown as it ap- 
peared after 17 hours under con- 
tinuous salt-spray. The one at the 
right, protected by “That New 


Lacquer,” emerged as shown after 
150 hours under the same spray. 
Nearly 10 times as long a testing 
period — yet the finish remains 
smooth and unmarred. What does 
all that mean to the home owner? 
It means that years have been 
added to the effective life of all 
Sargent fixtures ... that they will 
retain their original finished beauty 
through a much longer term of 
service ...that they can be cleaned 
as often as the most fastidious 
housekeeper desires without fear 
that the finish will be marred or the 
metal exposed to any form of cor- 
rosion. Write Sargent and Com- 
pany, Dept. AL&BPM, New Haven, 
Conn. 


Miller Electric 
Paint Mixers 


The Miller paint mixer thorough- 
ly blends pigments, oils, ete., right 
in the container, whether it is metal 
or glass, round or square. Old 
paint is quickly restored to its orig- 
inal colors and consistency, and stiff 


stringy paint into a smooth-flowing 
perfectly mixed fluid. This port- 
able mixer is vibration-free and 
very easy to operate. Adjustable to 
fit containers from 4 pint to 1 gal- 
lon, it is available in either single or 
double can models. For illustrated 
folder write Miller Manufacturing 
Company, Dept. AL&BPM, 3238 
Bryn Mawr Ave., Chicago 45, IIl. 


Master Professional Sander 


Holt Mfg. Company has an- 
nounced its line of new master pro- 
fessional lever-controlled sanders 
incorporating patented features 
which make it possible for the op- 
erator to work faster, more accu- 
rately, and with less trouble and fa- 
tigue. The “12” is powered with 
a 2 h.p. motor, the “8” with a 1% 
h.p. motor. Motors can be detached 
for easier portability. A unique 
finger-tip motor speed selector per- 
mits the operator to select any 
speed range from 2,000 to 2,600 
RPM by simply moving a control 
lever on the motor housing. A self- 


adjusting dust pan precisely fol- 
lows the floor contours, even on 
buckled floors. Write Holt Mfg. 
Company, Dept. AL&BPM, 651 
20th St., Oakland 12, Calif. 


Portable Silo Stores 
Grains or Corn 


A portable wood stave silo, rein- 
forced with steel, is now being 
made in a size suitable for storing 
1,000 bushels of grain. Heavy as- 
phalt-treated lining and cover pro- 
tects grain or silage against qual- 
ity deterioration for more than a 
year, the manufacturer says. The 
bin can be erected and filled by two 
men in about two hours. Many 
users erect the bin on a wooden 
platform with removable center sec- 
tion. The bin can then be unloaded 
from the bottom with a portable 
farm elevator. Easy portability of 
the bin allows livestock raisers to 
store feeds near feedlots or in ro- 
tated pastures. The silo supplies 
extra storage space at very low 
cost. Write Illinois Wire and Man- 
ufacturing Company, Dept. AL&- 
BPM, Joliet, Ill. 
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Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 

































































































IT LAKE LUMBER CO. Ltd. 
ofp Chicago Title i: Senki. CHICAGO 2, ILL. 


Botiing the Predects of J. A. Methiew, Ltd. Roiny Lore, Ont. 
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IRA PARKER & SONS CO. 


OSHKOSH, WISCONSIN 


" Over three- -quart- 
ers of a century 
of proven depend- 
ability. 








INDEPENDENCE LUMBER & Mee. Co. 


Independence, Oregon 
Telephone: Independence 42 Teletype: Independence 370 
Mills at Independence and Arell, Oregon 


DAILY CAPACITY 300,000 FEET 


DOUGLAS FIR 


Boards, Dimension, Plank, Timbers 
Quality Stock @ Double End Trimmed 
Eased Edge Dimension 
MEMBER WEST COAST LUMBERMEN'S ASS'N 
Metropolitan New York Sales Handled by 


). Herbert Bate Co. 


30 Church St., New York 8, N. Y. 
Telephone: WO 4-6363 Teletype: N. Y. 1-1098 







Manufacturers and Wholesalers 


Western Pines — Douglas Fir 
West Coast Products 
Southern Yellow Pine — Southern Hardwoods 
SELLING GOOD LUMBER FOR OVER 50 YEARS 
Fast, Dependable Service 
Blue Mountain Quality Ponderosa Pine 
from our Wallowa, Oregon Mills 
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Package Conveyor 
Developed by Haiss 


The new Package Conveyor in- 
troduced by George Haiss Mfg. 
Co., Inc., is designed to handle 
bags, boxes, bundles, cases, cartons, 
crates, etc., weighing up to 500 
pounds at the rate of 30 per minute. 
It is available in standard lengths 
of 15 to 50 ft. and in standard 


widths of 14, 18, 24 and 30 inches. 
Various types now being produced 
by Haiss include the portable ele- 
vating type with pneumatic wheels, 
elevating type with steel wheels, 
elevating type with caster mount- 
ing and elevating type with feed 
and discharge sections. The new 
Model 485 has rubber pulley lag- 


ging of 14” tire tread rubber, eas- 
ily replaceable without removing 
the pulley from the conveyor. An- 
other feature is the telescoping 
feed end with toggle bolt take-up, 
adjusted at one point only. Both 
of these features are exclusive with 
Haiss (Pat. Pending). Write 
George Haiss Mfg. Co., Inc., divi- 
sion of Pettibone Mulliken Corpo- 
ration, Dept. AL&BPM, 141st and 
Park Ave., New York 51. 


Latchinge Adds Function 
of a Latch Spring 


A device that adds to any con- 
ventional butt-hinge the function 
of a latch spring is not only self- 
latching, but is also self-aligning. 

. Both leaves of the hinge are 
slotted to permit the insertion of a 
simple “cam”-like design of a “U” 
shaped, tempered spring, made 
from flat spring steel stock. One 
end of the spring is anchored in 
the door jamb. The other end, the 
curved, or “‘cam” side, compresses 
into the hinge slot. The spring 
then releases, and latches, by the 
manual closing of the door. . . 1, 
2, or 3 springs are inserted in the 
hinge, depending upon the size of 


the hinge. The latchinge is in- 
stalled like any other butt-hinge, 
except that a mortise, the depth of 
the spring insert, must of course 
be provided. . . No other separate 
latch, catch, or hook, need be put 
on. With the addition of a pull 


(knob or handle), the hanging of 
the entire door of a cupboard, cabi- 
net, closet, show-case, locker, trunk, 
shutter, etc., is simple and com- 
plete. Write Latchinge Corpora- 
tion, Dept. AL&BPM, 9100 Rose- 
lawn Ave., Detroit 4, Mich. 











4/4 No. 1 Com. & Btr. 
4/4 Selects 
4/4 FAS 


grade and tally. 


Yew Low Prices! 


BIRCH LUMBER (Carloads) 


$115 per M’ b.m. 
$170 per M’ b.m. 
$195 per M’ b.m. 


Above prices FOB mill, duty paid. All Birch lumber 
carries National Hardwood Lumber Assn. certificate of 


BIRCH PLYWOOD* (Carloads) 


1/4” —48"x96" grade A-3, $180 per M sq. 
1/4” —48"x84" grade A-3, $162 per M sq. 
1/4” —48"x96" grade 2-3, $152.50 per M sq. 


sizes of 
Shipping 


1/4” —48"x84" grade 2-3, $137 per M sq. 
3/16"—48"'x96" grade A-3, $152 per M sq. 
3/16”—48"x84”" grade A-3, $134 per M sq. 
3/16”—48"x96" grade 2-3, $129 per M sq. 
3/16”—48"x84" grade 2-3, $111 per M sq. 


Above prices FOB mill, duty paid. All Birch plywood phenolic 
glued—meets Standard CS 35-47 Bureau of Standards specifications. 


*Other thicknesses at low prices. 


BIRCH PLYWOOD Cut to Your "Specs" at comparable 


prices. 


W. R. BRAUND COMPANY 


U. S. Mill Representatives: Bellerive Veneer & Plywoods, Ltd. 
(Herculite Brand) 


Suite 214, Dept. CD, Wabeek Bldg., Birmingham, Michigan 
Telephone 5022 TWX Birmingham 500 








P. O. Box 2140 LITTLE ROCK 4 
9] TELEPHONES: Local 4-6592 @ L. D. 30 
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DISAPPEARING LADDER 


of Sturdy Ponderosa Pine 


for HOMES - GARAGES - ATTICS 
LOW COST - EASY INSTALLATION - EASY TO OPERATE 


FITS MOST ANY SCUTTLE HOLE 


Immediate delivery on fin- 


SIZE WITHOUT ALTERATION 


[ 15° TREADS Easily installed, summer or winter by 
HEAVY anyone in 3 to 4 hours. Lightweight 

ITH ST . ° ‘ ' 
i po A Vertical clearance required needs no foundation. Suspends from 


above 4‘ 7" (can be reduced 
if necessary). Horizontal 





@ Hundreds of Homes Need New Chimneys 
Old homes, new homes, summer cabins, 
motels, tourist cabins, resorts—there's a 
vast ready market now. 

© Safest Chimney Ever Built 
Underwriters’ Lab. approved in place of 
brick. FHA accepted for all fuels in 
any type home ... one or two story. 

®@ Nationally Advertised 
Thousands of inquiries from our ads are 
referred to dealers. Selling literature, 
newspaper mats free. 


© Costs 20% to 40% Less Than Brick 


ceiling or floor joists. A more efficient 
chimney with better draft. 





of ished floor to finished floor space on attic floor required ° ne . age — 

8 : f 9’ 2” or less. 46" asy to handle, minimum stock enables 
bi- SIZES O . : you to supply any | or 2 story house 
ik, Shipping weight 32 Ibs. (nominal wt.) Write for further information. with any roof pitch. Furnished complete, 
any all parts for entire installation. 
ra- MINNESOTA WOOD SPECIALTIES, INC. 8 poy —— - — . , 
se- BOX 216, ST. PAUL PARK, MINN. 8 your jopber shout Ven-Pecker Chim- 


neys or write direct. 


VAN-PACKER CORP. 


134 South Clark St., Chicago 3 





Manufacturers of the EZWay Folding Stairway 














TO ALL DEALERS 
3 





HARDWOOD FLOORING 


ik ANGE Cae sn 


Here’s what you re looking for oaks In straight cars or mixed with air 
dried Yellow Pine Boards and 
WATERPLUG.... to stop the leaks. beech Dimension. Best of manufacture. 
THOROSEAL... to fill & seal the surface. Satisfaction that will bring you 

) QUICKSEAL...for a beautiful finish. || PCCM 1.4 for more. 


ash ’ 


For prompt attention on your needs 
phone or write 


Miller & Company Ine. 


Manufacturers of 
Hardwood & Yellow Pine Lumber 


SELMA, ALA. and JACKSON, TENN. 


Selma LD 9910 — Phones — Jackson 1885 


promotion cost on our 
purchases. 

We must recommend the 
Thoro System Products to 
our trade, because they 
have proven their substan- 


are not paying on a huge __ tial quality and low cost. 


S andard Dry Wall Products 
BCX X, NEW EAGLE, PENNSYLVANIA 
(ik A aN A 


We must consider the sub- 
ial quality and reliabil- 
ity of all products that we 
to all our customers. 
We must be assured we 
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Portable Electric 6" wr 
for General Duty 

The Porter-Cable Machine Com- 
pany announces the addition of a 
new all-purpose, six inch saw to its 
line of Guild Tools. This saw is 
powerful enough for professional 
carpentry, yet so priced that it is 
within range of the home owner, 
hobbyist, and farmer. The Guild 
A-6 has a 614 inch diameter blade 
with a % inch standard round hole. 
It has a depth adjustment that can 
be accurately regulated for any 
depth from % of an inch to a full 
2 inches. Write Porter-Cable Ma- 
chine Company, Dept. AL&BPM, 
Syracuse 8, N. Y. 








for LUMBER 
and PLYWOOD 


Now you can ship via St. Louis at 
through rates with a short stop-over 
for Protexol*-treatment. Your lumber 
is made fire—rot—and vermin-resistant 
at new low cost under the treat-in- 
transit rates newly effective in St. 
Louis. 


low stop 
cost service 


for Protexol*-impregnation . .. kiln 
drying . . and fabricating at the 
Mid-West’s finest plant, Fox Brothers 
Manufacturing Co., leaders for 75 years 
in custom-built millwork. 


Increase the value of your lumber and 
wood products en route ... phone, 
wire or write 


*Listed by Underwriter’s Laboratories 


FOX BROS. ‘we: 
Custom build Yllooks 


2701 Sidney St. Louis, Mo. @ 
®eeeeeeeee#ee#e#eee@¢6 
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Car Top Utility Carriers 


Car Top Utility Carriers are 
ideal for carrying lumber, ladders, 
platforms, pipe, etc., on top of the 
coupe or sedan. Many dealers make 
them available to customers to 
transport purchases to their homes. 

The carrier may be easily at- 
tached to the car top by eight large 
vacuum cups and four sturdy 
straps, anchored by rubber-insu- 
lated hooks, to eave rail of car. It 
can be removed readily; there are 
no bolts or permanent fastenings. 
The unit will not mar the car fin- 
ish and does not interfere with the 
doors. 

The carrier illustrated here (No. 
210SW) is for heavy duty and will 
handle loads up to 55 inches in 








width; other sizes are also avail- 
able. For further information 
write Wesbar Stamping Corp., 
Dept. AL&BPM, West Bend, Wis. 


H. Vaughan Black Organizes 
Merchandising Service 


H. Vaughan Black, former man- 
ager advertising and public rela- 
tions of Dyke Associates, Inc., 
announces the establishment of 
BUILDING PRODUCTS MER- 
CHANDISING SERVICE with 
headquarters in Little Rock, Arkan- 
sas, P. O. Box 1956. 

The service will be syndicated to 
merchants of building products 
throughout the United States. One 
of the copyrighted features is 
“Certified Building Products” 
which becomes the trademark of 
the local dealer. The objective of 
the producer is to make this an ex- 
clusive mark of quality to help the 
dealer build good-will and sell build- 
ing products through newspaper 
advertisements, mailing pieces, 
signs on windows, trucks and dis- 
plays, outdoor boards and radio. 
The local dealer thus adds his own 
identity and guarantee to that of 
the manufacturers. 


Single Roller Type Bed 
Cuts Delivery Costs 


This single roller type bed iis 
ideal for the retail delivery truck 
as it combines the advantages of 
the Rolloff bed for straight loads of 
lumber, and the flat platform bed 
for the miscellaneous building 
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items of millwork, roofing insula- 
tion, ete. Two roller equipped 
trucks can easily do the work of 
three equipped only with flat plat- 
form beds. The “R-B” Single Roller 
Bed reduces delivery. There is no 
interference from the rollers when 
truck is used for materials other 
than lumber. The forward roll is 
carried in holder under bed floor 
and entire forward part of bed is 
left perfectly flat. For descriptive 
literature write The R-B Company, 
Dept. AL&BPM, Guinotte and Euc- 
lid, Kansas City 1, Mo. 


Stainless Steel Prefab Shower 


This stainless steel prefabricated 
shower cabinet, latest addition to 
the Bathe-Rite shower cabinet line, 
is stain and corrosion resistant in 
every detail—from the porcelain 
enameled receptor to walls, fasten- 
ings, shower head, valves, even cur- 
tain rings. The cabinet offers com- 
plete protection against salt air and 
salt water corrosion. It is easy to 
keep clean and provides a lifetime 





service with minimum mainten- 
ance. Self-contained and_leak- 
proof, the cabinet is easily installed 
from the inside if space is limited, 
or it may be erected and moved 
into position. No extra floor or 
wall preparation is necessary. 
Write the Bathe-Rite Division of 
Milwaukee Stamping Co., Dept. 
AL&BPM, 865 S. 72nd St., Milwau- 
kee 14, Wis. 
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Lumber 
Market Analysis 


Current Statistics on 
Output and Distribution 


Lumber shipments of 427 mills reporting to the 
National Lumber Trade Barometer were 4.9 percent 
below production for the week ending June 25, 1949. 
In the same week new orders of these mills were 3.0 
percent below production. Unfilled order files of the 
reporting mills amount to 29 percent of stocks. For 
reporting softwood mills, unfilled orders are equiva- 
lent to 20 days’ production at the current rate, and 
gross stocks are equivalent to 65 days’ production. — 

For the year-to-date, shipments of reporting iden- 
tical mills were 2.3 percent above production; orders 
were 2.1 percent above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 46.1 
percent above; shipments were 47.2 percent above; 
orders were 50.2 percent above. Compared to the 
corresponding week in 1948, production of reporting 
mills was 2.1 percent above; shipments were 1.7 per- 
cent below, and new orders were 1.5 percent above. 


Western Pine 


The 104 mills reporting to the Western Pine Asso- 
ciation for the week ending June 25, 1949, cut 70,666,- 
000 feet, compared to 67,340,000 feet in the same 
period last year. Orders totaled 60,820,000 feet for 
week, or 13.9 percent below production. Shipments 
ran 12.9 percent below production with 61,565,000 
feet. Unfilled orders amounted to 166,041,000 feet 
and gross stocks at the end of the week totaled 841,- 
555,000 feet. 


Southern Pine 


Production of the 104 mills reporting to the South- 
ern Pine Association for the week ending June 25, 
1949, totaled 14,561,000 feet. This was 15.54 percent 
below the three year average. Shipments amounted 
to 15,124,000 feet, or 3.87 percent above production. 
Orders for the week totaled 13,883,000 feet, which was 
4.66 percent below production and 19.47 percent be- 
low the three year average. 


In the Market Centers 


TACOMA—tThe generally adverse market situation 
is proving a serious deterrent to all branches of the 
industry. In consequence, virtually all operators are* 
more or less marking time in the hope that the en- 
suing weeks will provide a remedy for the situation. 
The Fourth of July shutdown is expected to provide 
ne relief and practically all mills in this area, with 
the exception of two (Defiance and Oregon-Washington 
P'vwood Co.) closed this week end for their annual 
t\o-week vacation with pay plan. Defiance was closed 
alveady and expects to open early in July. Oregon- 
Washington is delaying its vacation until August 1. 
R-openings are scheduled for July 18 or 19. Ap- 
I 


s 


ximately 3,300 men are involved in the closing 
AFL mills and camps in and near Tacoma, accord- 
to union spokesmen. Another 1,000, plus 300 in 
company’s Olympia plant will be involved in the 


b ILpInc Propucts MERCHANDISER 


DON’T 


Cc 


CARRY IT— 


Cut handling costs — 
increase safety—reduce 
manual handling with 
conveyors. Eliminate 
those costly time wast- f 
ing steps between cars, 
piles and storage 
sheds. Let conveyors 
provide fast, low-cost 
and speedy handling 
of your products. 


Get complete informa- 
tion today — write for 
Bulletin No. AL-79. 


Standard Conveyor Company 
General Offices: 
North St. Paul 9, Minnesota 


RAVITY & POWER 
CONVEYORS 











IMPROVED 


; KORK-PAK 
‘ JOINT FILLER 


Insulates against 
HEAT LOS 





For extra profits, sell 
KORK-PAK, the resil- 
ient, waterproof, non- 
extruding joint filler 
with the extra insula- 
tion value architects, 
builders and homeown- 
ers want! Used between 
concrete floor slabs and 
footings of basementless houses and on grade 
structures, KORK-PAK effectively fills the joint, 
at the same time preventing wasteful heat loss 
from the slab and through the footings. 


KORK-PAK is composed of cork granules bonded 
together with asphalt between two sheets of 
asphalt saturated paper. It’s readily handled 
=e breakage — cuts easily and handles 
clean”’. 


Write for complete dealer in- 
formation on KORK-PAK and 


VICISED rici i 
SERS the Servicised line of asphalt, 


™ cork and rubber products for 
QyALiTY the construction industry. 


SERVICISED PRODUCTS CORP. 









6051 W. 65th ST., CHICAGO 38, ILL. 
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SOUTHERN PINE 
ar Viah folo}o ma i Mele) ti, [c) 


SOUTHERN HARDWOODS 








From the Modern Urania 
Mill With the Permanent 
Timber Supply 


Because Urania has over 130,000 acres 
growing new timber and expects to be 
Serving customers indefinitely, our company 
has an incentive to keep all equipment 
thoroughly modern. 





We have recently completed several im- 
portant mill improvements which make 
Urania lumber products BETTER THAN 
EVER. We have more planing mill facili- 
ties, an enlarged hardwood flooring depart- 
ment, larger shed storage space. All lumber 
is now handled mechanically. 


Mixed Cars a Specialty. 
Including Urania Hardwood Flooring 








12” Lengths 
24” Lengths 





4” and 6” 


. 4 Rows 
Diameter 


Perforations 





FOR FASTER DRAINAGE 
NEW PROFITS FOR YOU 
All shale vitrified Drain Tile 
made to A.S.T.M. or Federal 


specifications. Perforations con- 
form to A.S.T.M. standards. 


Many dealers are already cash- 
ing in. 


SUPERIOR FOR 


@ Foundation 
drainage 

@ Septic tank drains 

@ ''Wet Spots" in 
farm drainage 

@ Athletic Fields 

e@ Golf Courses 

@ City Parks 

@ Tennis Courts 

@ Running Tracks, 


SEND FOR FOLDER etc. 


The alert dealer gets the business. 











BOWERSTON 


SHALE COMPANY ([i) BOWERSTON, OHIO 


ORAINACE ee Boast eie & | & Fw 
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LUMBER MARKET 





closing of the St. Paul & Tamoca Lumber Co. facili- 
ties, a CIO operation. The Oregon-Washington Ply- 
wood Company is delaying its vacation until August 
to permit installation of new equipment while the 
plant is down, according to company officials. Reports 
from Grays Harbor state that the Aberdeen Plywood 
Corporation has closed for three weeks and possibly 
longer. Other Grays Harbor firms are planning simi- 
lar shutdowns. he national forest service will sell 
more than six million board feet of Olympic forest 
timber at public auction July 19, according to an- 
nouncement here this week. Much of the stand is 
Douglas fir, with considerable western hemlock, west- 
ern red cedar and Sitka spruce included. 


SEATTLE—The traditional closures over July 4th 
this year are likely to be extended in the case of a 
number of individual mills which will use the holiday 
period to curtail output. Production weather has con- 
tinued very good and there is a noticeable increase in 
small loggers. The problem now is not quantity out- 
put but one of producing according to the demand. 

Demand-prices—The market is spotty but on the 
whole is better than a fortnight ago. Imminence of 
closedowns may be partly responsible for a_ better 
demand. One firm reported selling 15 cars over a 10 
day period to a middle western state but its other 
trading areas showed little response. 

Most of the big mills are not looking for business. 
Those with dry kilns have orders files of 30 to 60 
days especially in dry dimensions. Dry hemlock 
dimension is a little weak. Kiln dried uppers are a lit- 
tle easier. Low grade 6 inch uppers are very firm, 
especially drop siding. Four inch D flooring is soft, 
particularly in straight cars. Green dimension is 
weak. Number 2 and btr dimension sells for $45-46 
in many instances but the better mills are getting 
$5-6 more. In the upper items four inch flat grain 
flooring is soft, vertical grain wide finish and step- 
ping scarce. Stepping still demands highest prices 
at around $200. At the other end of the price scale 
is four inch D flat grain flooring as low as $50. 


BALTIMORE—Construction permits for the Balti- 
more metropolitan district for May totaled $9,737,250. 
This was about $200,000 under the same month last 
year. In May of 1947 they totaled $7,525,136. 

For the five months, dollar volume on building per- 
mits is far below 1948, far above 1947. This year the 
total was $34,883,791; in 1948 it was $50,468,276; in 
1947 it was $25,836,071. Thus the building year is 
not yet the “sad sack” many make out. Within the 


"city limits alone, permits this year have reached $19,- 


333,275 for five months. Prices and values are dif- 
ferent now, but five months in:1936 showed a total 
of only $7,784,304. In 1935, the valuation for five 
months was $3,275,460. The weak trend holds in 
the lumber market. Some distress loads of Southern 
pine have been delivered here in the $40 range for the 
shorter lengths. Generally speaking, the quotations 
are from $51 to $69, with the average around $60; 
2 x 4 x 8 material is being brought in for $53, with 
the 10 x 12 lengths at $51. Price on the 2 x 10 up to 
14 and 16 feet in length is $69 per M; on roofers, 
1 x 6, tongue and grooved, $61, and 1 x 8 boards, $66. 
Air dried lumber is $3 higher, and kiln dried $5 
higher. 
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SPRAY IT COLD ROOF 


BRUSH IT ADHESIVES 
or use a BENT ( and ° 
SQUEEGEE COATINGS 
MANUFACTURING CORP., DEPT. D3 
Abesto MICHIGAN CITY, INDIANA 
AETNA’S HARDWOOD PLYWOOD MERCHANDISER 


“Sells Hardweed Plyweed Faster” 
SAY DEALERS FROM COAST TO COAST IN 21 STATES 


Send today for FREE Details on how you can build 
a profitable hardwood department 


AETNA PLYWOOD & VENEER CO. 


1732 Elston Ave. Chicago 22, Ill. Phone, ARmitage 6-7100 


BRANCH WAREHOUSES: Grand Rapids, Mich., Rockford, Ill. 
SALES OFFICES: Detroit, Mich., Minneapolis, Minn., Richmond, Va., Milwaukee, Wisc., 
Indianapolis, Marion and West Lafayette, Ind. 




















PAUL BUNYAN LIKES 'EM SHARP 


“Good men and good tools if you want production” says Paul. 
Modern facilities, from forest to loaded car, maintain the high 
quality of Paul Bunyan products. 


COMPLETE STOCKS .. . INQUIRIES WELCOME 


PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 
Ponderosa Pine White Fir Incense Cedar 


accisterse>  SUSANVILLE * CALIFORNIA 


TRADE MARK 


SHEVLIN-McCLOUD LUMBER COMPANY 


{ Successors to Shevlin Pine Sales Company } 














SELLING THE PR DISTRIBUTORS OF 
E PRODUCTS OF species 


*THE McCLOUD RIVER LUMBER iF . INTE 
COMPANY VEULY PONDEROSA PINE 


McCloud, Calif. Reg. U. S. Pat. Off. (PINUS PONDEROSA) 


*THE SHEVLIN-HIXON COMPANY EXECUTIVE OFFICE 
Bend, Oregon 900 First National Soo Line Building SUGAR (Genuine White) PINE 


“Member of the Western Pine Associe.| MINNEAPOLIS, MINNESOTA (PINUS LAMBERTIANA) 
ion, Portland, Oregon. 
. DISTRICT SALES OFFICES: 


cE NEW YORK CHICAGO SAN FRANCISCO 
ae 1604 Graybar Bldg. 1863 LaSalle-Wacker Bidg. 1030 Monadnock Bidg. 
” Pandestta Fire Woodwork Lexington 2-9117 Telephone CEntral 6-9182 Exbrook 2-7041 
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Devoe President Celebrates 
Twenty-Fifth Anniversary 

Elliot Schuyler Phillips, chairman 
of the board and president of Devoe 
& Raynolds Company, Inc., this June 
celebrates his 25th year as head of 
the 195-year-old paint company. 

Mr. Phillips began his career with 
Devoe & Raynolds Company while a 
student at Yale, working during the 
summer vacations. In 1915, he be- 
came a permanent employe. In 1922 
he was made a director and vice-pres- 
ident of the company. He was pro- 
moted to general manager a year 
later, and in 1924 he was elected pres- 
ident. His father, William H. Phil- 
lips, was president from 1919 to 1923. 

When Elliot Phillips assumed the 
leadership of Devoe & Raynolds Com- 
pany, the oldest paint manufacturer in 
America, the company’s sales were 
$10,000,000.00. Under his successful 
management, the company’s sales in- 
creased each year and in 1948 reached 
$42,000,000.00. 

During the expansive years of his 
leadership, Devoe & Raynolds Com- 
pany added the Jones-Dabney Com- 


Ylames in the News 


pany, Beckwith-Chandler Company; 
Truscon Laboratories; Wadsworth, 
Howland & Company; Peaselle-Gaul- 
bert Paint & Varnish Company, and 
most recently, The Bishop-Conklin 
Company, to its roster. 


Revere Copper and Brass to 
Start Rolling Strip Aluminum 


The Magnesium-Aluminum Divi- 
sion of Revere Copper and Brass In- 
corporated, Baltimore, Md., will start 
rolling strip aluminum on a full-time 
production basis beginning in August, 
C. Donald Dallas, chairman of the 
board, announced. 

Heretofore, Revere, which has fab- 
ricated copper and copper-base alloys 
since 1801, has limited its aluminum 
mill activities to the production of 
tube, forgings and extruded shapes. 
The latter have been produced com- 
mercially by Revere since 1922. Com- 
menting on the new plans, Irving T. 
Bennett, vice-president in charge of 
Revere’s Magnesium-Aluminum Divi- 
sion, said: 

“At the start we shall roll alloys 











UNIFORMITY 
FULL THICKNESS 


STABILITY 
PROMPT DELIVERY 


South Milwaukee, Wisc. 


DO 
YOUR BATT INSULATION CUSTOMERS 
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2S, 3S, 4S and 52S in widths up to 
24 inches and in thicknesses of .(37 
inch and less. Because we are espe- 
cially well equipped to handle the 
lighter gauges, we shall be in a posi- 
tion to offer a service over and above 
the normal to users of aluminum in 
coils. Of particular interest to those 
who prefer to set up for long runs, 
coils can be supplied weighing up to 
70 pounds per inch of width.” 

Among important and growing 
uses for the lighter gauges are heat 
transfer equipment in the form of 
fins, roll formed moldings and trim, 
toys, storm windows and _= screen 
frames, weatherstrip, lighting _fix- 
tures, jewelry, clock and instrument 
dials, bezels, etc., identification tags, 
auto license plates and other stamped 
aluminum goods, and eyelets and 
screw shells. 

Mr. Bennett said that the success 
Revere has had with aluminum alloy 
tube and extruded shapes was a defi- 
nite factor in extending the company’s 
activities to strip rolling. Aluminum 
strip will help round out Revere’s 
services in the light metal field and 
will complement its other non-ferrous 
mill production. 


Chicago Is Hill-Behan's 
Western Division Office 


Vilas I. Ruhmer, vice-president of 
the Hill-Behan Lumber Company, re- 
ports that in order to be in closer 
contact with the majority of the com- 
pany’s wholesale outlets east of the 
Rocky Mountains, the personnel of 
the Western Division Office, Eugene, 
Ore., will be located in Chicago. On 
and after June 27, all western stock 
as well as other species, will be 
handled by Mr. Ruhmer through the 
Chicago office located at 5601 Elston 
Ave., Chicago 30, IIll.: telephone Rod- 
ney 3-4160; TWX CG 1464. 


Canadian Plant to Resume 
Window Glass Production 


Pittsburgh Plate Glass Company 
through the Canadian Industrial Glass 
Company, Ltd., a newly organized, 
wholly owned subsidiary, has _pur- 
chased from Industrial Glass Com- 
pany, Ltd., a window glass producing 
plant at St. Laurent, Quebec, Canada, 
according to an announcement by H. 
B. Higgins, president of the Pitts- 
burgh firm. 

Fifty thousand. shares of Pitts- 
burgh stock, equal to approximately 
$1,500,000 have been issued to Indus- 
trial Glass Co., Ltd., for land, build- 
ings and equipment of the St. Laurent 
plant. At present the plant is closed 
for repairs to the glass melting tank 
and other equipment. Production will 
be resumed as soon as repairs are 
completed. 

Officers of the new Canadian Indus- 
trial Glass Company, Ltd., are: Col. 
W. E. Phillips, president;. Clare F. 
Wood, vice-president; Harry W. 
Thorp, vice-president; C. R. Fay, 
treasurer, and P. L. Tod, secretary 
and assistant treasurer. - 
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Philip Carey Announces 
Stock Dividends 


The board of directors of Philip 
Carey Mfg. Company, Cincinnati, 
Ohio, at its regular quarterly meeting 
declared dividends on both preferred 
and common stock. A regular quar- 
terly dividend of $1.25 per share was 
declared on Carey 5% preferred stock. 
A quarterly dividend of 40c per share 
was declared on Carey common stock. 
Robert S. King, chairman of the 
board, stated that both dividends are 
payable June 30. 

Philip Carey Mfg. Company, man- 
ufactures a broad line of building ma- 
terials, industrial products, and bath- 
room cabinets and accessories. 


Seedling Losses May Be 
Higher This Year 


The extended dry spell experienced 
this spring in western Washington 
and Oregon is threatening the survival 
of over three million seedlings set out 
by the Weyerhaeuser Timber Com- 
pany, according to Ed Heacox, Weyer- 
haeuser managing forester. The seed- 
lings, mainly Douglas fir, were planted 
in nine of the company’s 12 tree farms 
throughout the western portions of 
the two states. 

“Excessively dry weather increases 
the threat of forest fires and the ac- 
companying drouth is damaging to 
the young trees recently planted on 
our tree farms,” said Mr. Heacox. It 
is probable that seedling losses will 
be higher this year because there has 
been less rainfall during the critical 
period immediately following planting 
than in previous years, he added. 

The Weyerhaeuser Timber company 
has been treating timber as a crop for 
many years, according to Clyde S. 
Martin, manager of forestry relations 
for the firm. The first certified tree 
farm in the United States was the 
Clemons Tree Farm in southwest 
Washington which was sponsored by 
Weyerhaeuser in 1941. Now there are 
tree farms in 23 states totaling 17,- 
593,129 acres. 

Weather and fire, while perhaps the 
most destructive, are not the only 
enemies of the forest. Insects, disease 
and wild animals all take their toll, 
according to Mr. Martin. Worst 
offenders in some areas are the bears, 
who relish the cambium layer between 
the wood and bark of young trees. 


Winning Series of Ads 


Awarded first prize for the best prod- 
uct advertising campaign in business 
papers at the 27th annual conference 
of the National Industrial Advertisers 
Association, The Rubberset Company’s 
Winning series of ads dramatized the 
points to be noted in selecting a good 
bru: and in choosing the right brush 
for « particular job. Copy asked and 
answered questions such as “Which 
of “hese 4 Brushes Is the Best for 
Lar:e Areas?” and explained “What 
to | ok for in a Good Flatting Brush” 
and ‘How to Choose a Good Enamel- 
‘rush.” ‘ 





r Surllel tre COMPLETE STRIPITE 


line of PLASTERING ACCESSORIES 


For example, CORNERITE, a narrow strip of 2.54 painted 
MESHTEX, 8 feet long, bent at right angles, (2” x 2” or 3” x 3”) 
— used for reinforcing inside corners of walls and partitions in 
wood, tile or plaster-block construction. Also, STRIPITE, — 
2.5# painted MESHTEX, 3 inches wide by 8 feet long, — used 
extensively in reinforcing joints in plasterboard construction. 
These are but two of dozens of needed fast-selling numbers. 
Send for complete catalog and information on Penmetal Dealer- 
ships. 


CORNERITE 


80th PENMETAL 


PENN Meta Company, INc. 


General Sales Offices: 205 East 42nd Street, New York 17, N. Y. 


District Soles Offices 
Boston . New York . Philadelphia . Chicago . Detroit. Tetelfolatel stellt) 
Seattle . los Angeles . San Francisco : Dallas Porkersburg, W. Vo. 
Factory Parkersburg, W ) 
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sell them HIGGINS 
BONDED warowoon Fioors 


it's the Profit Line for ‘49 


Here is a beautiful, long-wearing 
hardwood flooring that gives the 
homeowner all the beauty of fac- 
tory-finished and waxed oak block 
floors, at less than the cost of sub- 
stitute flooring! The cross-laminat- 
ed, bonded hardwood panels are 
many times stronger than conven- 
tional oak block flooring. Each is 
fully tongued and grooved, easy to 
lay by blind nailing or in adhesives, Beautiful Oak Surfaces 9” Square 
and will not warp or buckle. Each melt mde A a 
square is fully impregnated against " LY ADVE 

rot and vermin. 


In short, here is a new and very 
profitable answer to the problem 
of lifetime customer satisfaction 
—at lower cost. Write for informa: 


WEW ORLEANS 
tion. 


~ 
INCORPORATED 


Salesmen and flooring contractors—a 
few good territories are still open 
WRITE US 






































































































































































































































































































































Companies Announce 





Walter A. Joseph, handling lumber 
and lumber specialties, is now a mem- 
ber of the sales staff of The Somer- 
ville McGinn Lumber Co., 308 W. 
Washington St., Chicago 6, Ill. Mr. 
Joseph was formerly with Weyerhaeu- 
ser Sales Co. and Tygh Valley Lumber 
Co. 


Wilmer Hayward was _ re-elected 
first vice-president of the famous In- 
ternational House, New Orleans, by 
members of the board of directors of 
the unique five-year old Mississippi 
Valley Trade organization. Accord- 
ing to the president of the organiza- 


tion, Lloyd J. Cobb, the entire Missis- 
sippi Valley is benefiting from the 
work International is doing to pro- 
mote trade between this vast produc- 
tive area and the nations of the 
world. 


Bradford T. Blauvelt was elected 
comptroller of ATF Incorporated, 
Elizabeth, N. J., parent firm of a 
group of companies including Day- 
strom Laminates, Inc., hard plywood 
producer. 


Pacific Mutual Door Co. announces 
re-organization and appointment of 
Hollis J. Nunneley, as new head- 
quarters manager. 

Mr. Nunneley who combines 15 
years plywood sales executive ex- 
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| BETTER HOME AND FARM CONSTRUCTION 


Hundreds of dealers are making quick sales, 
good profits with these handy packaged, na- 
tionally advertised anchors — Nails come with 


0° 7 anchors. Write today for dealership. 


TIMBER ENGINEERING COMPANY Washington 6, D.C. 
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perience with a like period in lum. 
ber and allied materials marketing, 
is the new Pamudo member with 
the dual title of western sales man- 
ager and director of west coast pur- 
chases. He is at Tacoma, Wash., 
home office of the company recognized 
as a leading distributor of doors, 
sash and plywood. Pamudo now has 
warehouses at Chicago, Kansas City, 
St. Paul, Baltimore, Md., and Gar- 
wood, N. J., and a new warehouse 
is being constructed at Elizabeth, 
N. J., to better serve metropolitan 
New York. 


West Coast Stained Shingle Com- 
pany, manufacturers of Olympic 
Stained Shingles and Shakes, an- 
nounces the appointment of three ad- 
ditional salesmen as part of its ex- 
panding sales program. Charles D. 
Fratt has been appointed to represent 
the company in the state of Oregon, 
and will headquarter in Portland. 
Robert H. Dewey will represent the 
company in western Washington, with 
headquarters in Seattle. William R. 
Shertzer will be the California repre- 
sentative for “Olympic.” He has been 
working in the home office of the com- 
pany for the past year. 


E. W. Pat Smith is appointed direc- 
tor of merchandising of Owens-Corn- 
ing Fiberglas Corporation. The ap- 
pointment is announced by Ben S&S. 
Wright, vice-president and _ general 
sales manager. Mr. Smith, who joined 
the Fiberglas Corporation in April 
as special assistant to the general 
sales manager, was formerly vice- 
president for sales of the Philip Carey 
Manufacturing Company. Working 
with Mr. Smith are Tyler S. Rogers, 
technical editor and manager of Fiber- 
glas Standards publications; Stephen 
J. Daly, advertising manager of the 
General Products Division; and Philip 
Linne, in charge of Fiberglas dis- 
plays and exhibits. Edward C. Ames, 
who has been director of advertising 
on an interim basis for two years, 
was named director of public relations 
and publicity. 


R. E. (Bob) Seeley, representing 
M & M Woodworking Company, Port- 
land, Ore., has established a new of- 
fice in the Union Commerce Bldg,, 
Cleveland, Ohio. Mr. Seeléy’s office 
will serve as sales headquarters for 
plywood-Douglas fir, Redwood, hard- 
wood doors — Douglas fir, hardwood 
cupboard doors — Douglas fir, hard- 
wood (straight or mixed cars). 


E. A. Scott has been appointed 
Southern Pine sales manager of 
Georgia-Pacific Plywood & Lumber 
Co., Inc., it was announced by Gene 
Howerdd, vice-president in charge of 
the Southern Zone of Georgia-Pacific. 
Mr. Scott, who will continue to be 
located in the Southern Zone head- 
quarters of Georgia-Pacific at Augus- 
ta, Ga., has been assistant sales man- 
ager of the Southern Pine Depart- 
ment. 


Robert S. Fleshiem has been pro- 
moted from manager of Allis-Chal- 
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HOW DO YOU TEST THE MOISTURE 
CONTENT OF YOUR LUMBER? 


Thousands of firms have solved this problem 
with our Electronic Moisture Register. 


Instant tests, accurate results, 
No complicated figuring. 


Saves its cost many times over. There is a model 
to meet your requirements. Write today. 
Dealer inquiries invited. 
MOISTURE REGISTER COMPANY 


Dept. I-A 
133 No. Garfield, Alhambra, Calif. 























, We also Manufacture and Wholesale 


Short Leaf Yellow Pine 
Boards, Dimension 
and Crating Stock 


CORINTH PLANING MILL COMPANY 
P, O. Box 501 CORINTH, -MISS. 
PLANTS AT: Corinth, Miss., Winfield, Ala. 


Resawing 
and 
Dressing 
in Transit 











Phone 968 


TO RETAIL LUMBER YARDS, 
PLANING MILLS & WOODWORKERS 


Complete stocks of Air Dried and Kiln Dried PON- 
DEROSA PINE, SUGAR PINE and DOUGLAS FIR 
CLEARS. 


Carload or less-carload quantities for immediate 
shipment. 


Also CYPRESS and HARDWOODS. 
Send us your inquiries. 


V. F. CHRISTMANN HARDWOOD C0. 


3820 N. 2nd St. Chestnut 1312 St. Louis 7, Mo. 
OVER TWO ACRES OF YARD & SHED STORAGE 











PRACTICAL PLANS 
FOR MODERN HOMES 


PRACTICAL PLANS FOR MODERN HOMES contains 51 
actual photos and floor plans of real houses that have 
been built and proven successful. 


Has dozens of helpful ideas on selecting the lot, choos- 
ing the proper home design and arranging finances. 


Blue prints and specifications of every design are avail- 
able from American Lumberman. 


Special prices on quantity lots of these booklets to deal- 
ers. 1 to 24 copies 20c each. 


‘AMERICAN LUMBERMAN, INC. 
139 N. Clark St. Chicago 2, Ill. 
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D. M. McCLINTocK LUMBER CO. 


Terminal Sales Building, PORTLAND 5, ORE. 
Telephone: Atwater 9355 


Douglas Fir, Red Cedar, Sitka Spruce 
and Hemlock Lumber — Shingles 


Mill Agents for 


Engle & Worth Lumber Co., McMinnville, Oregon 
Timber, Inc., Harrisburg, Oregon 
Luckiamute Lumber Co., Pedee, Oregon 
Keystone Lumber Co., Myrtle Creek, Oregon 
Judd Creek Lumber Co., Riddle, Oregon 
Canyon Creek Lumber Co., “Canyonville, Oregon 
Silver Peak Lumber Co., Riddle, Oregon 








Busing Propucts MERCHANDISER 













































mers electrical department to assist- 
ant to W. C. Johnson, executive vice- 
president of the company’s general 
machinery division. In his new post, 
he succeeds J. D. Greensward, recent- 
ly named general manager of the 
company’s Norwood (Ohio) Works. 
Roy M. Casper, who has been man- 
ager of Allis-Chalmers motor and 
generator section, becomes manager 
of the company’s electrical depart- 
ment. 


Gwilym A. Price, president of the 
Westinghouse Electric Corporation, 
Pittsburgh, Pa., announces compre- 
hensive executive changes designed 
to provide more adequately for the 
firm’s greatly expanded postwar 
activities and new product lines. Vice- 
president L. E. Osborne, primarily 
an operations official heretofore, is 
assigned staff supervision over all 
the company’s manufacturing activi- 
ties, including all matters of produc- 
tion and industrial relations. Simul- 
taneously he retains operating re- 
sponsibility for five major manufac- 
turing divisions. James H. Jewell, 
recently-elected vice-president, takes 
over staff supervision of all sales and 
marketing on a company-wide basis. 
John K. Hodnette, vice-president and 
head of the Transformer Division at 
Sharon, Pa., becomes general man- 
ager of industrial products with head- 
quarters at Pittsburgh. Reporting to 
him will be all operating divisions 


making industrial goods as well as 
the district sales organizations which 
sell these goods. His successor at 
Sharon has not yet been announced. 
John M. McKibbin, also a recently- 
elected vice-president and former 
and the Home Radio Division. Mr. 
McKibbin will make his headquarters 
at Pittsburgh. This marks the first 
time responsibility for industrial 
products has been separated from 
consumer product responsibility at 
top level. Both Mr. Hodnette and Mr. 
head of advertising and sales promo- 
tion, now is appointed general man- 
ager of consumer products’ with 
responsibility for operation and dis- 
tribution of the Appliance Division 
McKibbin report directly to the presi- 
dent. 


Conlan and Ayers Co. was appoint- 
ed sales and service representative in 
Wisconsin for the Automatic Trans- 
portation Company, Chicago manu- 
facturer of electric industrial trucks. 
The newly organized firm is located 
at 1022 N. Fourth St., Milwaukee. It 
will handle Automatic’s full line of 
electric industrial trucks and _ the 
Transporter line of motorized hand 
trucks. 


Reed P. Morse, M and M Wood- 
working Company’s southern sales 
representative since 1933, has estab- 
lished a new branch sales office in 
Memphis at 1115 Three Sisters Build- 
ing. Mr. Morse will also retain the 


headquarters office set up in Miami at 
602 Chamber of Commerce Building, 
Miami. He is sales representative ‘or 
Florida, Georgia, North and South 


Carolina, Virginia, Tennessee, Ala- 
bama, Mississippi, Louisiana and 
Texas. Mr. Morse was formerly with 


the Southern Sash & Door Jobbers 
Association. 


Carl Delaney has been appointed 
assistant manager of General Ply- 
wood Corporation’s eastern sales 
district. Having established head- 
quarters in Hartford, Conn., Mr, 
Delaney ably assists Philip D. Smith, 
district sales manager, in contacting 
regional wholesale outlets for the 
General line of hardwood flush type 
doors. 


B. J. Hank, president of the Conlon- 
Moore Corp., home appliance manu- 
facturers, announced the consolida- 
tion of the sales departments of the 
Conlon and Moore Divisions of the 
firm, with a new central sales office at 
the American Furniture Mart, Chi- 
cago. John Foxx, a _ vice-president, 
formerly in charge of Moore Division 
sales, will direct sales for the new 
consolidated organization. The Con- 
lon Division, which manufactures au- 
tomatic ironers, home washing equip- 
ment, and electric ranges, and the 
Moore Division, which produces gas 
space heaters, gas and combination 
ranges, were previously operated as 
independent companies. New Conlon- 
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Best Dollar-Buy in 
ROOF TRUSSES Today! 


AMERICAN 


NAILED-BOLTED or GLUED 
STRONG 
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AMERICAN Roof Truss Co. 


William and Raymond Waddington 


6854 Stony Island Ave., Chicago 49 .. . Plaza 2-1772 
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Lindsey 8-Wheel Tractor Wagons 


are ideal for tractor logging. They are used singly or in 


Lindsey Wagon Co., Laurel, Miss. 


Sole Manufacturer 

















Now in Our New Larger Modern Plant at 5237 E. Marginal Way 
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CONE GRAT 


*Burns 25% More 
*With 75% less smoke and 
cinders. Fool proof 
We Also Bulld 
BOILERS—5 TO 1200 H.P. 
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STRUCTURAL STEEL 
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New Location for Hyster Company 


The new location for Hyster Com- 
pany industrial truck sales and serv- 
ice in Seattle, Wash. is 753 Ninth 
Ave., according to an announcement 
fom Ray Ronald, western division 
sales manager. Headed by V. G. 
Lindenberg, the organization carries 
lift trucks ranging in capacity from 
2000 to 15,000 pounds, straddle 
trucks of from 18,000 to 30,000 


pounds, and a 10,000 pound mobile 
crane. Also handled are numerous 
lift truck attachments such as booms, 
rams, scoops, and hydraulic grabs, as 
well as a complete parts stock. Home 
office and main factory of the com- 
pany are in Portland, Ore. with other 
manufacturing plants in Peoria and 
Danville, Ill. 





Moore home appliances—now in the 
jevelopment stage—will be introduced 
at the July Furniture Market in Chi- 
cago. Executive offices remain at 
1825 Laramie Ave., Chicago. 


J. M. Davies, associate director of 
research at Caterpillar Tractor Co., 
has been named director of research, 
succeeding C. G. A. Rosen who is 
showing progress in recovery from a 
recent illness. The new director has 
been with the company since 1925 
when he joined the firm at San Lean- 
iro, Calif., as a laboratory engineer. 
Mr. Rosen, in an advisory capacity, 
will devote his time to the further de- 
velopment of Diesel engine design and 
performance and will aid in the ad- 
vancement of the company’s technical 
program. 


T. E. Dela Court, president, and 
Charles Wiener, executive vice-presi- 
dent of Tracy Manufacturing Com- 
pany announce the appointment of 
Harold H. Solof as general sales man- 
ager. In his new position, Mr. Solof 
will head the sales organization direct- 
ing the national sales program for 
Tracy Customized Kitchens, a com- 
plete line of steel kitchen cabinets in- 
cluding sinks in Lifetime Stainless 
Steel and Deluxe Poreclain. 


J. Sryan Williams, Jr., has resigned 
as general manager of the Stamford 
Divison of The Yale & Towne Manu- 
facturing Company, according to 
Presient Calvert Carey. Pending the 
appointment of a general manager to 
succeed Mr. Williams, O. G. Schwenk, 
Yice-yresident in charge of produc- | 
tion, vill also temporarily be in charge 
of th» management of the Stamford 
Division. Mr. Schwenk will divide his 
ume .etween the corporation’s execu- 
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tive offices in New York where he co- 
ordinates the manufacturing activities 
of all Yale & Towne plants, and Stam- 
ford where he will direct all opera- 
tions affecting the manufacture and 
sale of locks, door closers, builders’ 
hardware and tri-rotor pumps. 


Obituaries 


George E. Williams, 69, pioneer 
lumber dealer in Nowata, Okla., for 
over 40 years, died June 3 from a 
heart ailment following an extended 
illness. Mr. Williams had retired from 
active business in 1946 leaving his 
son C. L. Williams in charge as active 
manager of the G. E. Williams Lum- 
ber yard. 


Martin Rees, sales manager of 
Cherry River Boom and Lumber Com- 
pany, Scranton, Pa., died June 16°at 
Richwood, W. Va. Mr. Rees joined 
the Cherry River Boom and Lumber 
Company sales force in 1909 and be- 
came sales manager in 1945 with 
headquarters at Richwood. 


Walter Turner, well known mill 
agent for wood products in Ridge- 
wood, N. J., passed away June 7. Mr. 
Turner’s mill has served the trade 
over half a century. 


Harry F. Sullards, 46, vice-presi- 
dent and sales manager of The Arkan- 
sas Lumber Company, Little Rock, 
Ark., died June 8 from a heart attack 
in Beaumont, Tex. Mr. Sullards, who 
lived at 4211 A Street, was in Texas 
on a sales trip at the time, company 
officials said. He joined the lumber 
firm in 1944 and in 1947 was pro- 
moted to the position of vice-presi- 
dent and sales manager. 





ADVERTISING 
PAYABLE IN ADVANCE 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
os | It publishes the largest strictly classi- 
fied advertising section in its field. 
All ads for classified section must be in Pub- 
lisHer’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 
6 point style. No cuts or special borders 
allowed. lease indicate classification de- 
sired. Publisher reserves right to classify. 
edit or reject any classified advertisement., 
No agency commission or cash discount 
allowed. 

Terms — Cash With Order 


Minimum Charge $2.00 
Rates: 
1 Time —10c per word for each insertion. 
inimum charge of 50c per line. 
3 Times —9c per word for each insertion. 
Minimum charge of 45c per line. 
6 Times — 8c per word for each insertion. 
Minimum charge of 40c per line. 
26 Times — 7c per word for each insertion. 
Minimum charge of 35c per line. 
For advertisements bearing box number count 
five extra words. There are approximatel 
5 words to a line and when less are specifie 
er used, regular line rate is charged. 
When answering box numbers or mailing 
copy for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED 


MILLWORK SHOP SUPERINTENDENT 
Capable of management, layout floor super- 








vision, including instruction of 1 
semi-skilled employees. Modernly equipped 
separate shop in conjunction with large re- 
tail building material business manufacturing 
majority of its lumber products: Write giving 
qualifications and — desired. All replies 
confidential. Address Box N-28, American 
erman, Inc. 


ed and 





HELP WANTED 


Millwork Estimator, experienced, capable of 
listing all millwork items from blue prints, 
figure job estimates. take measurements on 
job. etc. State age, education, experience, 
references, — expected, when available. 
Position open old established firm in medium 
sized midwestern city. Address Box M-622, 
c/o American Lumberman, Inc. 





Wanted an experienced estimator, detailer 
and biller for Architectural woodwork. Ad- 
dress Box N-38, Amerigan Lumberman, Inc. 





HARDWOOD MANAGER 


To operate wholesale department. Must be 
experienced in buying and selling. Chicago. 
Address Box N-69; American Lumberman, Inc. 





Wanted salesman soliciting lumber yards in 
the State of Michigan and northern Ohio to 
sell windows on a commission basis. Write 
Box N-55, American Lumberman, Inc. 





Several commission lumber salesmen to sell 
yellow pine, hardwoods. cypress and west 
coast lumber, on a Ce. profit basis. Ex- 
clusive territory and { protection on repeat 
business. Write: E. J. Gaiennie, Lumber. Box 
1074, Shreveport, Louisiana. 





INDUSTRIAL LUMBER SALESMAN 
Must be experienced wholesale and retail. 
Chicago. Address Box No. N-70, American 
Lumberman, Inc. 
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HELP WANTED 


HELP WANTED 











Wanted: Man with experience in lumber 
yard and knowledge of small home construc- 
tion. , —s/m Box M-59. American Lumber- 
man, Inc. 





Wholesaler desires Yellow Pine Sales Man- 
ager in large Southern city, one thoroughly 
conversant with consumers and the amills. 
Advise in first letter — expected, age 
and complete references. ine position for 
right party. Address Box N-37, erican 
Lumberman, Inc. 





YARD FOREMAN WANTED | . 
Must have at least five years experience in 
retail yard. Capable of handling men and 
taking complete charge of outside yard. 
Population of town 15,000. State ee 
and references. Address Box N-59, erican 
Lumberman, Inc. 





Wanted Salesman—Central Illinois territory, 
by building material wholesale distributor. 
Retail lumber > experience desirable. 
Address Box N-50, American Lumberman, Inc. 








PAINT SALESMEN OR MANUFACTURERS 
REPRESENTATIVES. Choice territories open 
with full-line manufacturer quality paints. 
Must have following. Generous commis- 
a Write Box N-68, American Lumberman, 
nc. 





Wanted, good line retail yard manager for 
County seat town in North Central Iowa. 
Adequate drawing account and profit-sharing 
bonus arrangement. Give full details of 
schooling and experience. Address Box N-65, 
American Lumberman, Inc. 





SALESMEN: if you regularly call upon estab- 
lished retail lumber, building supply and 
hardware dealers and department stores, you 
can appreciably augment your income by 
selling a top grade Ponderosa Pine Com- 
bination Door. A large established millwork 
concern is interested in representation in cer- 
tain areas East of the Mississippi. For the 
right type of personnel we can assure top 
quality product, low competitive prices and 
prompt service. Commission paid on repeat 
business. Reply by letter to box number 
listed below, giving your experience, the 
specific area you cover, how often you con- 
tact your accounts, the line you are presently 
handling, etc. Salesmen handling competitive 
lines will not be considered. Likely person- 
nel will be granted a personal interview. 
Address Box N-67, American Lumberman, Inc. 





Two Hardwood Lumber Salesmen 


Long established wholesale firm, supplying 
entire range of Hardwoods, including Walnut 
and Mahogany, can offer good proposition to 
experienced aggressive men, one for Buffalo 
and Jamestown, New York area and another 
for Chicago area. Write giving qualifications, 
age, reference, etc. to Box No. N-66, Ameri- 
can Lumberman, Inc. 





Wanted: Assistant Retail Lumber Yard Man- 
ager with experience and ability to advance 
—Growing community—Central Oregon. Ad- 
dress Box N-61, American Lumberman, Inc. 





WANTED—Lumberman, not over 38 years of 
age. Capable of drawing and listing all ma- 
terials required for small FHA homes. Excep- 
tional opportunity for thoroughly experienced 
lumber salesman and estimator. State salary, 
references and qualifications. Swanner,. 
Manager, M. L. Virden Lumber Co., Leland, 
Mississippi. 





DETAILER AND BILLER 


Southern millwork manufacturer wants to em- 
ploy experienced Detailer and Biller. Man 
with estimating experience preferred. Give 
history of employment and references. Ad- 
dress Box N-52, erican Lumberman, Inc. 





LUMBERMEN — YARD MANAGERS! 

For over 40 years we have specialized in 
lumber positions all over the midwest and 
U.S. Leading companies call us regularly for 
yard managers; salesmen; office men. Tell 
us what you want: where you want to go — 
we'll comb the market to find it for you. 
Assist. Office Mgr., Southwest City, $275.00, 
plus profit-sharing. Yard Mgr. for Oklahoma 
County Seat town, rich oil country, $250.00, 
comm., house furnished. Missouri hdq. of 
line yard company wants office man-esti- 
mator, salary open. Others Indiana. Ky.. 
Ill., Nebraska . .. everywhere. WESTERN 
EMPLOYMENT — Sharp Bldg., Kansas City. 
Missouri. 





Hardware or lumber salesmen wanted to sell 
accepted line medicine cabinets to retail 
lumber yards, building supply and hardware 
stores in New Jersey. Proven excellent side- 
line. Protected territories. Address N-58, 
American Lumberman, Inc. 
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Wanted: Experienced Retail Yard Manager. 
Se town about 4000 population. Do not 
apply unless you have ability and a clear 
aoe. Address Box N-62, American Lumber- 
man, Inc. 





SALESMAN WANTED 
For large lumber manufacturing concern. 
Must be familiar* with Hardwoods and Manu- 
factured Dimension; strictly sober and a 
ng Address Box N-63, American Lumber- 
man, Inc. 





Wanted: Retail lumber manager, Southwest 
Missouri. Give experience, age and refer- 
ences in first letter. Good salary to right 
man. Address Box N-64, American Lumber- 
man, Inc. 








SITUATIONS WANTED 


Owner of Wholesale & Retail Lumber Yard 
now a out to partner desires es as 
superintendent or manager in mill or yard. 
Age 33, experience in estimating. drawing, 
construction, detailing of men, lumber opera- 
tion, finishing mill etc. State full particulars 
in first letter. Address Box N-25, American 
Lumberman, Inc. 











Position as buyer of Southern Hardwood. 
Consumer preferred. Now stationed and liv- 
ing in leading Southern Hardwood market. 
Have twenty-five years experience, inspect- 
ing. buying. Am well acquainted with Hard- 
wood Producers of the South. Will furnish 
references as to ability, integrity and de- 
pendability. Address N-40, American Lum- 
berman, Inc. 





Experienced millwork executive desires posi- 
tion as manager of Mig. or jobbing business. 
Write F-34, American Lumberman, Inc. 





Young man with following among lumber re- 
tailers in greater Kansas City and parts of 
Kansas, desires to represent manufacturer of 
any good product sold to the lumber dealer. 
Address Box N-57, American Lumberman, Inc. 





Manager, make mill details, takeoffs, pur- 
chases, draw plans. Now employed. Refer- 
a, Address Box N-54, American Lumber- 
man, Inc. 





rT 


MILLWORK SUPERINTENDENT 
Detailer-Biller. Years of experience, manu- 
facturing fine detailed and stock millwork. 
Good expediter. Address Box N-53, American 
Lumberman, Inc. 





SWEDISH GRADUATE FORESTER 


Young man (31), unmarried, graduate from 
Forestry University of Stockholm, 3 years ex- 
perience in Sweden, seeks permanent career 
in America. Opportunity more important than 
pay. Gunnar Hagelin, c/o S. Hedden, New 
Milford, Conn. 





HARDWOOD LUMBER INSPECTOR 
Experienced. Desires position anywhere. 
Familiar with lumber yard operation. Charles 

Griffis, 1-B Ryerson Heights, Muskegon, 
Michigan. 


WANTED TO BUY — 
MISCELLANEOUS 








RAILS WANTED 
Any weight—Any tonnage 
W. H. O., INC. 
Railway Exchange Bldg., St. Louls 1. Mo 





RAILS: ANY SIZE OR QUANTITY 
Particularly 20 lb. 25 lb. 30 Ib. 35 Ib. & 40 Ib, 
Secure our price before selling. ¥ 
MIDWEST STEEL CORP. 
Charleston, W. Va. 


MILLING IN TRANSIT 


—— 
mee 


~~ dressing, resawing and kiln drying in 
ransit. 
Grayson Lumber Co., Inc., Birmingham. Ala, 

















WANT TO SELL OR BUY 
LUMBER 


MACHINERY 
EQUIPMENT 


You'll find your best market 
amon g American Lumber- 
man Building Products 
Merchandiser’s 22,000 
readers. 


The cost is low—10 cents 
er word — $6.00 per inch — 
ess for consecutive inser- 

tions. 


To reach the next issue mail 
your copy now to: 
AMERICAN J aremeaesl 


Cc. 
139 North Clark Street 
Chicago 2, IIL 








LUMBER & DIMENSION 
WANTED 


BARN SASH 
Glazed. 11/,’’ solid rail Ponderosa. Lots 500 
to 1000. Cash. 
O’NEIL LUMBER COMPANY. 
East St. Louis, III. 











WANTED: 200,000 RAILROAD TIES, OAK, 
16cm x 26 cm x 2.60m f.o.b. USA port (New 
Orleans, New York) .5 to 10% permitted with 
dimensions 14 cm x 24 cm x 2.60m. Pa 

in USA Dollars. Address quotations to: Box 
N-56, American Lumberman, Inc. 





WANTED 
Appalachian Hardwoods, send lists. 
Penna. Lumber & Post Co., Inc. 
Hyndman, Penna. 


BUSINESS OPPORTUNITIES — 


ae 














TIMBER ESTIMATES & APPRAISALS | 
in Wisconsin or Upper Michigan. Write: 
Box M-66, American Lumberman, Inc. 


— 





Several commission lumber salesmen to sell 
yellow pine, hardwoods, cypress and west 
coast lumber, on a split profit basis. Ex- 
clusive territory and full protection on repe 

business. Write: E. J. Gaiennie, Lumber. Box 
1074, Shreveport, Louisiana. 


— 


BUSINESSES WANTED _ 














WANTED: Well known items to sell to retail 
trade. Commission or salary and commission. 
mag near Champaign, Illinois. Address 
Box N-51, American Lumberman, Inc. 








Small retail yard in Northern Indiana o& 
Southern Michigan town of 2,000 to 
population. Will consider part interest. , 
dress Box N-33, American Lumberman, 


July 16, 1949, AMERICAN LUMBERMAN & 





